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Rough Proofs 


E. V. Durling comments that 
lemons are not used nearly as 
much as they should be, and adds, 
“If I were a lemon grower, I 
would do something about this.” 

Maybe somebody should tell Ed 
about the California Fruit Grow- 
ers’ Exchange. 


v 

Add atomic bomb news: A 
hard-pressed copywriter, who in- 
tended to put this head on a 
technical and scientific ad, “I 
didn’t think, I _ investigated,” 
found himself typing instead, “I 
didn’t think, I disintegrated.” 


| a cee 
The Philadelphia Record talks 
about “profit-minded space buy- 
ers,” but most of them are less 
concerned with profits than mak- 
ing up a list that will stay put. 


7, + & 

“Coal Industry Copy Empha- 
sizes New Fuel Crisis.’—Head- 
line in ADVERTISING AGE. With the 
war over, the supply of crises 
seems to be.just as large and in- 
timidating as ever. 


7 2 v 
Before the war, the story says, 
Alfred E. Lyon was planning to 
set up Joe Louis beds in hospitals 
all over the country. And before 
the war Joe Louis could have 
filled them. 


v v v 
Prune growers in California 
have turned down an assessment 
plan to raise advertising funds. 
Maybe they think Prune Face has 
already taken care of the pub- 
licity angle. 


v 
The editors of ADVERTISING AGE 
are worried because motor traffic 
accidents may soon be running at 
the prewar rate. About the only 
other people who are worried too 
are the insurance companies. 


v 

Even the Yellow who wasn’t 
too keen about seeing Lady 
Godiva on a white horse would 
give at least one eye for the 
privilege of turning his glim on 
Adm. Halsey riding an alabaster 
steed through the _ streets of 
Tokyo. 


od 

A fraternal magazine out in 
Kansas City is advertising for a 
circulation manager, but explains 
that no promotional work or sell- 
ing is involved. 

Shucks, no good. circulation 
manager would be interested in 
a job without a little fight in it. 


v 
Happy days ‘are here again. 
The Schutter Candy Company is 
sampling dealers and their fam- 
ilies with get-acquainted pack- 
ages of Bit-O-Honey candy bars. 


v 

In a recent issue ADVERTISING 
AGE ran a news story on Page 
13 about Miss Rheingold, and on 
Page 19 Einson Freeman told all 
about her, with cuts. The edi- 
torial right hand and the adver- 
tising left hand finally got to- 
gether. 


vgy¥$peg? 

Traffic World and Financial 
World, both priced at $15 a year, 
are having a private fight over 
which is “the highest priced maga- 
zine in America.” If they made 
it, “The finest magazine in Amer- 
ica,” it could be a battle royal. 


v 

Maybe those” fighting small- 
mouth which escaped earlier in 
the summer because of gasoline 
rationing may find themselves out 
of the lake and into the frying 
pan after all. 

Copy Cus. 


Still Jobs to Do, 
War Ad Council 


Cautions Admen 


Some Campaigns Are 
Dropped, but Many 
Others Continue 


New York, Aug. 24.—The War 
Advertising Council, still uncer- 
tain about its own peacetime fu- 
ture, urged advertisers today to 
continue to give wholehearted 
support to a number of home- 
front programs which will continue 
to be of critical importance during 
the reconversion period. 

While the council has submitted 
plans to its sponsoring organiza- 
tions for continuation of its activi- 
ties into the postwar period, no 
word on the ultimate fate of these 
plans was released after a two-day 
directors’ meeting. It is expected 
that details of the plan will be 
made public soon, however. 


Many Campaigns Continue 


High on the list of continuing 
War Advertising Council efforts, 
according to Paul B. West, acting 
chairman, are veterans campaigns, 
the Victory Loan and National 
War Fund, economic stabilization, 
fats, paper, and tin salvage, and a 
new campaign to recruit nurses 
for civilian hospitals. Other con- 
tinuing campaigns are “stop acci- 
dents” and forest conservation. 
Merchant marine recruiting and 
soldiers’ mail are being recon- 
sidered. 

It is obvious that there is no 
longer any need for such cam- 
paigns as “enemy Japan,” loose 
talk, infantry recognition, Wac 
and Wave recruiting, Mr. West 
said in recognizing the end of “the 
war period.” 


Asks Continued Assistance 


“As we move into the recon- 
version period, we are conscious of 
the fact that not all the problems 
facing the American people dis- 
appeared on Aug. 15,” he said. 
“Many war-born dislocations will 
continue for several months or 
longer, and the accelerated recon- 
version programs will bring new 
problems into being which call for 
public understanding and coopera- 
tion.” 

“Over a billion dollars in adver- 
tiser and advertising media support 
informed and inspired our people 
to take needed wartime actions 
on a voluntary basis,’ Mr. West 
pointed out. “As long as the need 
exists, the council urges advertis- 
ers and media to continue support- 

(Continued on Page 68) 


A New Angle... 


Labor and the Custom- 
er. See Editorials, Page 
12. Other features: 


Ad-libbing ... ~ & 
Chain Store Sales.... 
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A VITAL MESSAGE TO 
ALL CHICAGO EMPLOYERS 
AND COMPANY EXECUTIVES 
CONCERNED WITH MAKING PROFITS! 


Gas Mask Division, Johnson & Johnson, is releasing for 
your employment one of the most able and dependable 
groups of men and women workers in this community. 


During the critical war production years, these men 
and women achieved an enviable record—earning 4 Army- 
Navy “E” awards for outstanding production efficiency. 


ork owt of hiring “Right now—when + 
means most to your plant 

you can know in advance the kind of 
worker you're getting 


Fact Mo. 4: Their training on safety 
Mine 


and corefeleess comuaues to rev! 


All of which adds up to « group of fac- 
rory-wise, quality minded 
sod women who know how to work 


Their job for w»—and for Uncle Sem 
—t over. And we regret that we can- 
eur absorb them soto our regular peace: 


« 
Kost you get in touch right owey with 
A. E. ROSIER, Director of Industrie! 
Relations, for an appointment to see 
ous emplovment case histories and ow: 


AVAILABLE—1!,000-line newspaper ad 

which Johnson & Johnson's Chicago 

gas mask division inserted immediately 

after ending of hostilities, in an un- 

usual attempt to find jobs for its for- 
mer employes. 


Unique Job Plan 
for War Workers 


at J&J a Success 


Chicago. Aug. 23.— Job offers 
in peacetime industries continue 
to pour in to Johnson & Johnson 
this week in response to the com- 
pany’s unique plan to find jobs 
for workers laid off by war con- 
tract termination. 

The plan was devised by J. 
Nelson Stuart, general manager, 
gas mask division, and was put 
into action Aug. 17 when the 
company’s war contract termi- 

(Continued on Page 68) 


OPA Holds Firm on Prices 
at or Near 1942 Levels 


Rush fo Promote 


Newly-Released 
DDT Is Expected 


Supply Is Likely to 
Remain Small for 
Some Time, However 


New York, Aug. 23.—With WPB 
announcement that all controls on 
the production of the war-devel- 
oped DDT insecticide will be lifted 
Aug. 31, chemical companies which 
will supply manufacturers with the 
product, as well as insecticide mak- 
ers who will compound it into 
products suitable for consumer use, 
are going ahead with advertising 
and promotion plans. 

Early in August, soon after a 
WPB order permitted the release 
of a limited amount of DDT com- 
pound for farmers and household- 
ers, several of the companies filling 
DDT war orders placed trade ads 
to announce the work they were 
doing and the future plans to 
produce it in quantity for con- 
sumers as soon as possible. 


Has Products Ready 


Among these companies are 
Pennsylvania Salt Mfg. Company, 
Philadelphia, which, through 
Gears-Marston, Inc., Philadelphia, 
is using 20 business papers and 20 
farm papers during August and 
September. By Oct. 1, the com- 
pany plans consumer packaging of 
Penco insect spray with DDT in 
pint-size glass containers, with 
quart and gallon sizes to appear 
later. Penco household dust will 

(Continued on Page 68) 


the present. 


country.” 


Detroit, Aug. 24.—Nash Motors 


American Magazine, Life, Look, 
Time. 


New York, is the agency. 


Last Minute News Flashes 
All Paper Controls Excepting Newsprint Dropped 


Washington, Aug. 24.—Government control over the use of paper 
other than newsprint came to an abrupt end today, as the WPB 
clearance committee wiped from the books all limitation orders of 
the printing and publishing division, other than L-240, providing 
for continuation of newspaper consumption quotas. 
the weights of paper that may be produced, has been retained for 
(Earlier story on Page 16.) 


548 Publications to Reproduce Discharge Emblem 
New York, Aug. 24.—In response to a letter from William B. 
Warner, president of National Publishers Association, to which was 
attached a circular issued by the War Advertising Council, 548 pub- 
lications whose total circulation is 67,000,000 will devote September 
covers or inside space to reproduction of the honorable discharge 
emblem and a statement, “This stands for honorable service to our 


L-120, limiting 


Beard Takes Over McGraw Advertising Activities 
New York, Aug. 24.—Effective Sept. 1, W. K. Beard Jr. will be- 
come vice-president in charge of advertising activities of McGraw- 
Hill Publishing Company, succeeding J. H. Rudd, who has resigned. 
Nelson Bond, formerly Boston representative, has been appointed 
advertising manager of Business Week, McGraw-Hill publication. 


Nash Motors Resumes Product Advertising 


division of Nash-Kelvinator Cor- 


poration launches its first product advertising since 1942 in the Aug. 
27 issue of Newsweek. Four-color page ads will be used in the 


The Saturday Evening Post and 


Limited production of Nash cars will start in 30-45 days, 
George W. Mason, president, announces. 


Geyer, Cornell & Newell, 


Would Cut Margins; 
‘Increase Factors’ 
Set for Producers 


Washington, Aug. 23.—Con- 
scious that it is very much on the 
spot as the nation rushes toward 
a high volume of consumer goods 
output, OPA this week set about 
rounding out a reconversion price 
policy dedicated to returning con- 
sumer durables to the market at 
prewar prices with a minimum of 
red tape. 

How successful OPA will be in 
holding the prewar price line and 
escaping criticism for allegedly de- 
laying reconversion remained a 
subject involving considerable 
disagreement, but Price Admin- 
istrator Chester Bowles was 
beaming with confidence today 
that he could survive this latest 
crisis as he has weathered so 
many others during the war. 


OPA Is Confident 


To date OPA has experienced 
this much success: It has brought 
back electric irons, washing ma- 
chines and gas stoves.at prewar 
prices, which has prompted offi- 
cials to predict that nearly all 
consumer durables could return 
at near-1942 levels. 

It has guided a decision on 
automobile prices to be announced 
Monday or Tuesday which is ex- 
pected to provide about a 10% 
increase for most manufacturers, 
although the effect on the con- 
sumer is not known. 

[OPA’s “success” in developing 
a washer-ironer price base 5.2% 
above October, 1941, kicked back 
Friday when the industry unani- 
mously asserted that the increase 
was completely inadequate and 
should be upped to 15%. Not only 
will the small increase affect em- 
ployment and production, said 
spokesmen, but it may also pre- 
vent manufacturers from incor- 
porating refinements and pro- 
jected new developments. “The 
OPA formula is decidedly unac- 
ceptable and incorrect and will 
result in such unbearable losses 
as to delay or prevent recon- 
version by the industry,” it was 
said. | 


What OPA Hopes to Do 


The OPA reconversion pricing 
program has been built with care- 
ful attention to reducing red tape 
and inspiring public confidence. 
It works on these principles: 

Remove restrictions as fast 

» as possible so that business 
and the public will feel confident 
that remaining regulations are 
necessary. 

Get new merchandise back 

« on the market at near-1942 
prices with a minimum of red 
tape. 

Guard against delayed ac- 

s tion inflation which may ap- 
pear many months after prices 
first appear to soften. 

On Point 1, OPA feels it got 
off to a good start by ending gaso- 
line rationing quicker than most 
people had imagined. In addi- 
tion, it has already removed 250 
items of less importance to the 
cost of living from price control, 
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and it is removing aluminum, 
Manganese and some 150 manu- 
factured items from price con- 
trol next week. 

Point 2 involves more difficulty, 
because labor and materials costs 
have increased in many industries 
now returning to civilian goods 
production. Convinced that mass 
markets for postwar products 
cannot be developed unless goods 
are offered for prices people can 
pay, OPA is determined that 
these increases must not be 
Passed on to the consumer un- 
less absolutely necessary. 


Factors Ready Soon 


To solve this problem OPA is- 
sues “increase factors” for any 
industry that can show increased 
production costs. Virtually all of 
these factors, including that for 
the automobile industry, are to 
be available in the next two 
weeks, so that firms need merely 
add the increase to their prewar 
price to find their new price. 

For firms that still would oper- 
ate at a loss or those in industries 
with no “increase factor,” OPA 


has another set of factors which 
may be used in individual cases. 
These firms need only file their 
new price and go right ahead un- 
less OPA notifies them to the 
contrary. A similar setup has 
been created to price new prod- 
ucts using comparable merchan- 
dise or a cost-plus formula as a 
standard. 


Distributors May Absorb Increases 


While a considerable number 
of price increases to manufac- 
turers will result from these or- 
ders, OPA expects that eventu- 
ally, as in the case of the 5.2% 
granted to washing machine and 
ironer makers and increases al- 
lowed to aluminum kitchen wear 
makers, the increases will be ab- 
sorbed by distributors who are 
described as able to accept the 
reduced margins. 

In addition to good profit his- 
tories during the war, Mr. Bowles 
believes distributors will benefit 
from low sales costs. Once con- 
sumers hear that washing ma- 
chines, refrigerators, vacuum 
cleaners and automobiles are in 


stock, he says, it isn’t going to 
take any high priced sales organi- 
zation to get these goods into the 
hands of the public. 

Also, Mr. Bowles says, retailers’ 
costs will be cut by: 1. Reduced 
turn-in losses; 2. fewer credit 
losses, and 3. little need for mark- 
down prices to move merchan- 
dise. 


Insists Prices Must Be Held 


On the basis of experience 25 
years ago, when a postwar defla- 
tion gave way six months later 
to a disastrous inflation, OPA is 
adamant in arguing that tight 
pricing controls must continue, 
particularly while millions are 
temporarily out of work and 
others are adjusting themselves 
to reduced incomes as a result 
of shorter work weeks. 

That’s why OPA says it in- 
tends to fight hard to hold the 
line on food, clothing and rents 
and to retain meat rationing and 
rent control until it is sure that 
shortages which created these 
problems have been licked. 

With WPB and War Mobiliza- 


tion Director John Snyder sub- 
scribing to prompt retreat of gov- 
ernment from wartime controls, 
OPA faced a fight in asking that 
WPB retain restrictions in the 
residential building and clothing 
trades. 

Mr. Bowles said he had sub- 


scribéd to the argument that pro- 


duction is the answer to the pric- 
ing as well as the employment 
problem, but he fears that flimsy 
price controls in these two spheres 
will collaps unless WPB stays 
on the job until new OPA pro- 
grams are developed for the two 
industries. 


Want Low-Price Lines 


The discussion recalled the 
problem thrashed out at the White 
House just before V-J Day when 
Mr. Bowles obtained a Presiden- 
tial letter ordering WPB to con- 
tinue its programs for low price 
goods. With Japan’s surrender, 
however, WPB argued that in- 
dustry might better be left to its 
own devices and pulled off all but 
100 of its 800 orders. In lifting 
the orders, WPB Chairman Krug 
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said manufacturers have prom- 
ised to produce the same propor- 
tion of low cost merchandise that 
they did before the war. 

What the promise to WPB will 
mean is not known. OPA found 
that electric irons which returned 
at 1942 prices averaged far more 
than before the war because no 
low cost irons were made. In an 
effort to insure balanced lines, 
however, OPA has this ace: It 
may limit industry-wide increases 
to firms producing the same pro- 
portion of inexpensive items as 
they did before the war. 


Newest Data on Outlook 


Meanwhile WPB has already 
abolished its priority system and 
decreed an end to CMP for Sept. 
30. By the end of the week it 
had established this outlook on 
new goods: 

Radios — Possible 3,500,000 by 
Christmas, with OPA promising 
satisfactory price answer within 
two weeks. 

Electric Ranges — 150,000 this 
year; in marketable quantities by 
December, and ending year at 
better than prewar production 
rate. 

Washing Machines—With de- 
mand estimated at 6,000,000, a 
marketable quantity—perhaps 
550,000—will be ready by Janu- 
ary; prewar production rate by 
1946. 

Refrigerators—Off rationing by 
mid-October. With demand esti- 
mated at 6,000,000, 850,000 will be 
ready this year; enter 1946 at 
prewar production rate. 

Electric Fans—125,000 this year. 
Production enters 1946 at one-fifth 
normal rate. 

Film—In good shape soon. 

Office Furniture, Shelving, Lock- 
ers, Safes, Filing Cabinets—In 
sizable quantities this fall and 
winter. 

Kitchen Tables, Chairs and Cab- 
inets—This fall. 


Clothing—In good supply by 
Christmas; buyers’ market by 
April 1. 

Joins Fogarty 


Gerald L. J. Mitchell, formerly 
with the U. S. Navy, and recently 
with the Chicago office of George 
A. McDevitt Company, newspaper 
representative, has joined C. C. 
Fogarty Company, Ohicago, as 
manager of the client service de- 
partment. He has been active -in 
advertising and sales for 18 years. 


McClure Leases Building 


A four-story building at 814 N. 
Tower Ct., Chicago, has been 
leased for a number of years by 
Lawrence F. McClure, publisher 
of Outdoorsman and Popular 
Homecraft. Mr. McClure, who is 
also representative for Aero Di- 
gest, New York, has heretofore 
been located in the Palmolive 


-| building. 


The shortage of ager and the needs of the 
nation make it highly desirable to get a war 
mennee into EVERY PIECE OF PRINTED 
MA 


APERS. 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 


; ris . 
nh 2 ee 
= ; 
ee 
— panmemenenanenmeaene ae 
| 
eee | | EE : 
2 | 
— 
| | | 
| | 
rr : 
OT ELE ETI LIEN LE ETE ERE ALG EEE OLE TIO LL E SEL SEE DEL LELELLALLN LEE EE: LEE ES ALEEMGELES. ALIA LA IIE BEE IN Np AARNE NEE ° 
ee LS SS 
ai ae s 8 ee 
a . “4 ie fs ae. ae NYE RW ATH le | “op INGEMERE I a oe REL 3 Witney 
iit an i ehucais. slitesss |. | aebniT a wearin, ae ee 
me . oe sare ee —— ee Pe ; . ——— ; jon Aone mae Na . 4 
2 : sens Or ra rr Patet See phates ag f a room = sid if: os : ; e =. = at = | : = & : 
i: aa Ss a yuge ia anent ns puna oP aga te Mi gesting =, 25) ate AEE A ne aS wt i : 
See ee oe aa hia} | ort il? Tis... Bees oo 
aT ete = eee eee ee Ss HO 8 fil ey nde Bl ee Seite: fe 4 
pepe Boe Tresrarpeer ee went encmen nae mite : PR Bebe ed = i 
ad 
be Pe | 
( j * * 
i 
[ieee Poo Enc | ae 
ae ¥ : 9 oN ea : 1X . gies 4 a % = 
| re ‘ 7 : - | . utom ee . aa Americalt! At. peo. c * “ary r is . a . 
Dive om: een. Ss eae: ll i pitti i a se eee: a see ani 
‘ published monthly in Span- [yblisnee monthly in Spon- Se monehly in. Eng- a - hed monthly in Spon- —_— publ monthly in Spon-— 
ta, cirevietes te the Letin . tirculates to the Latin _—ilish_ and circulating on @ —iish_ and circulating on a ish and circulating on a re 
‘ond en. American construction and =— paid subeeriotion basis to = paid subscription basis to —S paid subscription basis to 
gineering, governmental and pe ge gape Ne po Blheanorgge 7 7 — ee the «automotive trade and = the drug trade and health oe ores — 
| importing paid subscriber —seriber readers. 4 _— Africa, Europe end Oceania, —« transport field in Latin —field in Latin America. Es-— Specialists in Coated Papers since 1888 ee eee 
readers, Established 1919. im — ) a Established 1924. st merica. Established 1917. — tablished 1925. ; ee hon a E 


ees 


oe pte 


The Magazines 


~ adebt to a Worl 


\S 


James Kiley was no particular hero. 


He was just one of millions of soldiers in World War I— 
just a guy behind a machine gun holding down his end 
in an obscure corner of the Verdun sector. No one ever 
claimed he won the war single-handed—he was simply 
a soldier. His isolated, unheralded job helped add up to 
the big job—victory. On that job, a bullet destroyed 
his knee-cap. 

Then he was killed...but not on a battle line. In a 
peaceful American city—in a gas station he operated— 
just as he reached for his war-won crutches to get out to 
fill a tank—shot down—by a thug. 


Most readers would have missed the small news item 
that was his obituary. Not so the editors ofthe magazines 
of Macfadden Men’s Group. They had found their audi- 
ence quick to respond on other occasions—here was a 


_chance to help repay an unpayable debt to a veteran. 


The Measure of a Magazine’s Worth Is Its 
Hold on Its Readers and Its Value to Society 


at paid 
veteran 


The news item itself was the clue. It said James Kiley 
died with the name of his attacker on his lips. The editors 
managed to get a picture of the murderer—ran it in the 
magazine with a complete description—offered a reward. 
A reader nearly 500 miles from the scene of the crime 
proved to be the connecting link between the law and 
the murderer. Herman Snyder, killer of a crippled war 
veteran, was captured, tried, electrocuted. 


James Kiley was no particular hero. But an old “‘debt” 
to him was written off by the editors of Macfadden 
Men’s Group. 


* * * * 


Publications that steadfastly and tirelessly fulfill a real 
social purpose have a unique place in the esteem of 
their readers. 


That esteem is an important part of the advertiser’s 
franchise in the magazines of Macfadden Men’s Group. 


Two of the eight MACKFADDEN PUBLICATIONS 


TRUE DETECTIVE . MASTER DETECTIVE 
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McKinney Formula 
Helps Lower Cost 
of Newspaper Ads 


Group and Flexibility 
Angles Emphasized 
in National Study 


New York, Aug. 23—A “Na- 
tionwide Newspaper Formula,” on 
the circulation distribution, cov- 
erage and cost of “the leading 
circulation newspapers required 
to render a planned representa- 


tive coverage of all possible U. S. 
counties,” was announced this 
week by J. P. McKinney & Son, 
newspaper representative. 

The study, directed by Doug- 
las Taylor of the McKinney or- 
ganization in the last nine months, 
is intended less as a weapon of 
price competition against maga- 
zines and radio, Mr. Taylor said, 
than as an instrument for “bet- 
ter advertising.” 


Expected to Aid Medium 


The McKinney company hopes 
that the new formula will: 

“1. Give advertisers a tool to 
facilitate the use of newspapers, 
as simple as that offered by maga- 
zines and radio networks. 

“2. Help advertisers arrive at 
a fair basis of comparison with 


other media. 

“3. Emphasize not the price 
but the ‘cost’ of media, as shown 
by the advertiser’s skill in using 
it. 

“4. Give newspapers a better 
selling tool.” 

The formula involves a_ col- 
umned work sheet for each state. 
Each county is then listed in 
descending order of retail sales. 
Opposite each retail sales figure 
is the number of families in that 
county. 


Largest Circulations Accepted 


Then, starting from the _ top, 
are selected counties containing a 
city of 100,000 or more city zone 
population. In each is taken the 
daily newspaper of largest ABC 
total net paid circulation. Among 


the remaining counties are selected, 
respectively, the cities with 50,- 
000-100,000 and 25,000-50,000 city 
zone populations, and the leading 
ABC circulation newspaper in 
them, the circulation of which is 
allocated to counties. Among the 
counties remaining below 20% 
circulation after the third step, is 
selected the largest daily ABC 
circulation available and allo- 
cated as before. If no ABC cir- 
culation is available in the county, 
the largest non-ABC paper is 
used. 

“Thus,” the report says, “true 
distribution of newspaper cover- 
age is discovered, not only in 
local markets but also in sur- 
rounding communities.” 

The 67 small non-ABC news- 
papers included, it is emphasized, 


W: ARE pretty certain to come out of 
this war with the most formidable navy 
the seas have ever seen, the greatest air 
force the skies have ever beheld, the 


Peace...for how long? 


warmakers—we can keep the peace for 
as long as we keep the means to keep it. 
Peace will last as long as we are too 
tough to tackle. And just that long. 


This time there will be greater weight on 
the side of horse sense. 


Already over five hundred thousand of 


this war’s veterans have joined their 


mightiest army that we have ever 
mustered. 


And peace—for how long? 


If we follow history the answer may 
be ten or twenty or twenty-five swiftly 
passing years. Or until we again look 
vulnerable. Until we are softened by 
complacence or weakened by disarma- 
ment or are led to believe that no one 
could or would attack us. 


But if we consult the rule book of the 


That’s a blunt and realistic philosophy. 
But it has always been the viewpoint of 
The American Legion. 


And it will be the viewpoint of millions 
of our fighting sons returning from a war 
which no doubt would not have been 
started—if the warnings of the realists 
could have been heard above the shout- 
ing of the theorists. If our “‘don’t’’ had 
carried more dynamite—if we had 

been ready instead of rusty. 


THE AMERICAN LEGION speaks for the millions of fighting 
men who consider their service to America not ended by 
the ending of war but only begun—the keeping of peace. 


voices to the Legion’s— because of a like 
view, a common cause, an understanding 
of the strength in unity. The chorus will 
be swelled by hundreds of thousands 
more. And these will be the voices with 
the power to speak for a long and 
enduring peace: 


Be always friendly. Be always cooperative 
and understanding. Be in a world of 
nations as we would be in a community of 
homes—but beyond all, be always strong. 


Advertising Age, August 27, 1945 


represent only 1% of the com- 
bined gross circulation in all 3,070 
U. S. counties of the 465 news- 
papers with circulation of 22,- 
844,987 in the A, B, C, and D 
groups combined. These newspa- 
pers have a combined line rate of 
$60.065 and a combined gross mil- 
line rate of $2.62. They cover 20% 
or more of the families in 2,594 
counties, which contain 95% of 
all U. S. families. 

Ratio of net circulation to fam- 
ilies in these counties is 68.1% 
and milline on net circulation in 
covered counties is $2.66. 

In the A or 100,000-and-up 
city zone population group alone, 
116 newspapers are used—each 
the largest circulation paper in 
its area—with gross circulation in 
all counties of 17,218,163 and net 
circulation of 16,264,207, combined 
line rate of $33.23 and combined 
gross milline rate of $1.93, and 
milline on net circulation in 
covered counties of $2.05. 


Intensive Coverage Provided 


Although this last factor rises 
to $2.26 in the AB group, to $2.41 
in the ABC group, and $2.66 in the 
ABCD grecup, the ratio of circula- 
tion to families expands to 67.6 
for the AB, 68 for the ABC, and 
68.1 for ABCD. 

Mr. Taylor pointed out that the 
formula is “adaptable and flexible, 
to meet varying marketing and 
advertising requirements,” and 
“to permit free play for possible 
sales interpretation by individual 
media within the field, whether 
included in the combination or 
not.” 

The formula, he added, presents 
a “very favorable” price compari- 
son with magazines. For example, 
800: lines in four women’s maga- 
zines would cost $2.38 per lihe 
per 1,000, as against $1.55 in the 
A, $1.79 in the AB, $1.88 in the 
ABC, and $2.10 in the ABCD 


group. ; 
Content of Ads Important — 


“Tf the two largest ‘national 
weekly’ magazines were added to 
the four women’s books in order 
to more nearly approach the great 
advertising penetration of the 
ABCD group, the magazine bud- 
get becomes $49,550. This sum 
would buy about 825 lines in the 
entire ABCD group.” 

“Circulation,” Mr. Taylor said, 
“should be regarded as actual 
readership or listenership.” On 
this basis, “no commercial radio 
program anywhere near ap- 
proaches the ‘50 rating’ necessary 
to compare in ‘circulation’ with 
the four women’s magazines — or 
the 64.5 to 85.4 rating necessary 
to compare with any of the four 
Nationwide Newspaper Formula 
groups.” The majority of net- 
work radio programs, day and 
night, the study shows, cost far 
more than $2 per 1,000 homes— 
whereas some, such as Charlie 
McCarthy and the Aldrich fam- 
ily, cost only $2.55 and $1.83. 


Joins Canners Group 
Nelson H. Budd, for the past 
year editor of Good Packaging, 
San Francisco, has resigned to 
become director of the informa- 
tion division of National Canners 
Association, Washington, D. C. 


REACH THE 
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"PICTURES OF 


a he day of victory found 
your Domestic Engineering 
Dealer as alive to his peace-time 
responsibilites as he was to his 
wartime functions of the past few 
years. August 14, 1945 saw this 
dealer as actively engaged in 
performing his vital public serv- 


ices as he has been each day 
since December 7, 1941. 


Through years of peace and 
war, your Domestic Engineering 
Dealer has proven indispensable 
to the welfare and well-being of 
the nation. He has beenever = 
alertto hisduties;constantly pre- [abe 
pared to render his essential @ 
services wherever and whenever 
required. War-time shortages 
failed to retard his activities and, 
as a consequence, he is an estab- 
lished dealer today. 


An aggressive merchandiser, 
with an eye to the future, your 
Domestic Engineering Dealer is 
now in the process of expanding 
his lines to include various addi- 


J he above photographs, taken by one of DOMESTIC ENGINEERING’S field editors, depicts the shop of a 
typical Domestic Engineering Dealer in Rhinelander, Wisconsin on the day which marked the end of the war against Japan. Note 


the crates of products just received. 


tional types of domestic and com- 
mercial appliances and equip- 
ment. He is ready... able...and 
available to sell your product 
today! 


The Domestic Engineering Dealer is also a DOMESTIC 
ENGINEERING Reader. In his plans for expansion he is 
dependent upon the editorial and advertising pages of 
DOMESTIC ENGINEERING for the product, merchandis- 
ing and technical assistance he must have to develop 
and sell his greatly broadened postwar market. It is 
through these pages that the manufacturer of products 


for this field is brought to his most intimate contacts with 
this vital dealer group. These manufacturers and their 
advertising agencies are invited to write for complete 
details on the Domestic Engineering Market, the Domes- 
tic Engineering Dealer and on DOMESTIC ENGINEER- 
ING, the publication which has served them continu- 
ously for fifty-five years. 


What the Domestic Engineering Dealer Sells 


The following is a partial list of products Domestic Engineering 


Dealers are now selling or will sell as they become available as 
determined by recent survey: 


Did Expect Did Expect 
Sell to Sell Sell to Sell 

Prewar Postwar Prewar Postwar 
. 183 248 


Electric water systems.. 555 555 Gas ranges ...... ; 
Water Heaters ......... 523 520 Stock watering equip- 
Plumbing fixtures ...... 522 521 eds ss:008ee ota 176 225 
eRe rea 498 501 Refrigerators . — 271 
Shower cabinets ....... 442 452 Attic fans Sere 242 
“a 423 Washing machines 154 243 
Oil burners ........ 382 395 Electric ranges _ . 182 222 
Kitchen cabinets _.. 361 437 Sprinklers for fire pro- . 
Water softeners ..... 344 388 tection veeeece ses 106 14 
Ircners 101 195 

0 Sore 370 : 

. ‘ Radios : 94 148 
Grease interceptors .... 330 360 : ; 

’ ; sr ae a Windmills ; 79 83 
Air conditioning units... 275 336 Frozen food cabinets 54 230 

' Lawn sprinklers ........ 233 262 Electric light plants 37 60 
. 2 | eee 221 245 Milking machines 29 55 
Stoves and room heaters 216 262 Farm implements . 22 34 


A complete copy of this list and an analysis of its 
significance to manufacturers are available on request. 
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Standard Station 
Operation of FM 
Okayed by FCC 


Washington, Aug. 24. — FCC 
rules on FM operation, issued to- 
day, dropped proposals which 
would have prevented standard 
stations from obtaining FM ad- 
juncts, and limited’ program dup- 
lications of AM and FM stations 
in the same communities. The 
rules hold FM licensees to one 
station in a community and an 
over-all total of six anywhere. 

To overcome objections to its 
single-market plan, the commis- 
sion will open up 10 channels in 
the crowded New England area, 
originally reserved for facsimile. 
Over the objection of Commis- 


» 


sioner Durr, it has decided not to 
reserve channels for servicemen 
and others who may enter FM in 
the distant future. 


Rejoins Western Electric 


Col. Ralph L. Hart, recently 
with the U. S. Army as director 
of the procurement division, pro- 
curement. and distribution serv- 
ices, office of chief signal officer, 
Washington, has returned to West- 
ern Electric Company, New York, 
in his former position as distribu- 
tion manager of the telephone 
sales division. 


Heads Bendix Sales 


Lynn Eaton, New York di- 
vision manager of Bendix Home 
Appliances, Inc., for the past year, 
has been appointed eastern re- 
gional sales manager. 


“ay io 


$2,250,000 Paper 
Routes Tie Down 
St. Louis Papers 


St. Louis, Aug. 23.—The strike 
by the Paper Carriers Union, AF 
of L, that led a week ago to 
stopping the publication of the 
Globe - Democrat, Post - Dispatch 
and Star-Times here has seriously 
affected department, grocery and 
other retail stores as well as the 
three newspapers and the public 
generally (AA; Aug. 20). 

The retailers have with few 
exceptions been unable to resort 
to advertising by radio. Major 


stations report that they have very 
little time available to retailers 
and that, in fact, the retailers 
have not yet attempted to use 
radio much. 

The routemen’s union struck 
after its demand for recognition 
as a labor bargaining agency was 
rejected by the publishers, who 
take the position that the route- 
men are independent merchants 
rather than employes because they 
buy newspapers at wholesale and 
sell at retail. 


Fear Court Decision 


At the bottom of the strike— 
and lockout, according to mem- 
bers of the American Newspaper 
Guild, International Typograph- 
ical Union and other’ unions 
whose employes have been laid 
off—is the routemen’s refusal to 


Slave trade 


It doesn’t really matter one way or 
another whether women, as sometimes 
alleged, are slaves to fashion. The real 
point is that 789,160 women, married 


and unmarried, provide a lucrative 


fashion market. 


This feminine unit of buyers is very 
much in existence—in Philadelphia, 
third city of the U. S. Add to it a com- 
parable contingent of well-heeled men- 


folk. Add the children. 


varied wants of a city of this size. Take 


How can you get to these people 


note of the substantial savings and 
the backlog of purchasing power. And 
you have the makings of an attractive 
group with which to do business. 


with a message about your wares? 


Consider the 


It's very simple, really. For nearly 4 
out of 5 of the Philadelphia families 
daily read one newspaper. 


That newspaper is The Philadelphia 
Evening Bulletin. It goes home in this 


city of homes. Its readers are on the 
lookout for pre-shopping information 
and its advertising gets a high score 
in readership. Its circulation exceeds 
600,000—the largest evening circula- 
tion in America. 


In Philadelphia— 
nearly everybody 
reads The Bulletin 


Advertising Age, August 27, 1945 


let the matter get to court lest 
they risk the loss of their routes. 
These routes, which are bought 
and sold, are said to be worth 
about $2,250,000 to the carriers. 

The carriers make a gross of 
$1.22 a hundred on daily papers 
and $3 a hundred on Sunday 
papers. The publishers have re- 
fused to reduce their wholesale 
rate. Some time ago, the National 
Labor Relations Board ruled that 
the carriers are employes. The 
publishers disagreed and want to 
test the point in the courts. The 
carriers want to avoid a court 
ruling, however. 


Conciliation Group at Work 

All they need do to avoid such 
a test is refrain from citing the 
publishers for unfair labor prac- 
tices. The publishers have agreed 
to stipulate that they will not use 
any possible court decision as a 
means of divesting the carriers 
of their investments in the routes. 
This stipulation has been rejected 
by the unions. 

The various unions have set up 
a conciliation committee, which 
has submitted mediation propos- 
als providing that the carriers re- 
tain the status as merchants; that 
their property rights be con- 
firmed; that their union be recog- 
nized for bargaining purposes, 
and that bargaining shall be con- 
fined to the wholesale price of the 
papers they retail. 

Up to now the publishers have 
insisted that they cannot nego- 
tiate with the carriers because 
negotiation should involve hours 
of work (over which the papers 
have no control in this instance), 
working rules and other matters, 
all absent in the present dispute. 

Even if the question is settled, 
there will remain for decision 
whether or not the editorial, 
pressroom and other employes 
will be paid for the period during 
which the papers have been shut 
down. 

Meanwhile, the Post-Dispatch is 
using its Station KSD to broad- 
cast news, comics and editorial 
comment, and the Star-Times is 
following a _ similar procedure 
over Station KXOK, which it 
owns. The Globe - Democrat, 
which does not own a station, is 
not using radio. 


Hertslet Joins French 

C. Gordon Hertslet, formerly 
vice-president of Anfenger Ad- 
vertising Agency, has been ap- 
pointed director of consumer mer- 
chandising of Oakleigh R. French 
& Associates, St. Louis. 


To Goldman & Gross 


Goldman & Gross, Chicago, has 
been appointed to handle adver- 
tising for Portrait Cold Wave 
home permanents, manufactured 
by H. H. Tanner & Co., St. Paul. 
Newspapers, national magazines 
and radio will be used. 


To Weiss & Geller 


Kromex Corporation, Cleveland, 
maker of chromium plated kit- 
chenware, has appointed Weiss & 
Geller, Chicago, to direct its ad- 
vertising. National magazines and 
trade publications will be used. 


Grant Named 


The marine engine division of 
Chrysler Corporation has ap- 
pointed Grant Advertising, De- 
troit, to handle its account. 


CHICAGO 
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Pow advertisers can take exception to the 
rules that “two prospects are better than one,” or 
that “to sell both sexes you’ve got to tell both sexes.” 
Measure your post-war media plans by these golden 
rules, and you'll find The American Magazine a 
“first” on your list. Edited with dual sex appeal, 
The American Magazine double-exposes advertising to 


millions of women and millions of men—multimil- 


lions of Americans who, for four long, war-rationed 
years, have been literally starving for more consumer 


goods of a thousand varieties. 


In the Service 
of the Nation 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Woodmen’‘s Group 
Offered Millions 
for Station WOW 


Omaha, Aug. 23.—Woodmen of 
the World Life Insurance Society 
today announced it has received 
seven widely varying offers to 
purchase or lease Station WOW. 

The Society invited bids follow- 
ing a U. S. Supreme Court de- 
cision calling for cancellation of 
the present leasing arrangement 
with Radio Station WOW, Inc., on 
grounds that the arrangement is 
disadvantageous to the society. 

Station WOW, Inc., offered to 
lease the facilities at $140,000 a 
year, the society to retain title 
to the property. 

Other offers include: World Pub- 
lishing Company, to purchase 
WOW for $1,106,000 (and to dis- 
pose of its own station, KOWH); 
George N. Kline, Lincoln, Neb., 
proposing purchase for $1,675,280 
or lease for $17,500 a month; Gen- 
eral Newspapers, Inc., Indianapo- 


lis, proposing purchase for $1,205,- 
000 or lease for five years at 
$900,000 total, with option to buy 
for $500,000 at end of lease; 
Omaha Post No. 1, American Le- 
gion, proposing to lease for $150,- 
000 a year, plus 50% of net profits 


until $2,500,000 has been paid for, 


ownership; A. H. Blank and G. R. 
Branton, Des Moines, proposing a 
lease at $103,338 a year and option 
to buy for $2,952,289 any time 
after two years, and J. M. Hard- 
ing, Omaha, proposing to buy for 
$1,890,000, payable $126,000 an- 
nually. 


To Bozell & Jacobs 


Sam Kaufman, director of sales 
promotion and press information 
of WCCO, Minneapolis-St. Paul, 
will join the Minneapolis office 
of Bozell & Jacobs, Sept. 1. 


Gets Perfume Accounts 


Advertising of Perfume Hart- 
nell, Distributors, New York, and 
Perfume Adrian, Distributors, 
New York, has been placed with 
Erwin, Wasey & Co., New York. 


Kaiser, Frazer 
Planning 5-Year 


Willow Run Lease 


Detroit, Aug. 23.—Confirmation 
today that Kaiser-Frazer Corpo- 
ration was negotiating with Re- 
construction Finance Corporation 
for a five-year lease on the $100,- 
000,000 Willow Run plant electri- 
fied the automotive world. 

Even though Henry Ford ah- 
nounced earlier this year that his 
company “had no plans” for the 
huge aircraft factory, rumors have 
been rife here that it would even- 
tually wind up in Ford’s hands. 
Industry observers viewed with 
new interest plans revealed by 
Joseph W. Frazer, president of 
both Graham-Paige Motors Cor- 
poration and Kaiser-Frazer Cor- 
poration, which would bring 
production of the awaited Kaiser 
automobile to Detroit. 

Under the set-up as disclosed 
by Frazer, the Kaiser as well as 
the Frazer automobile will be 


manufactured at Willow Run. 
Tractors also will be produced 
there, he said. 

There has been much talk that 
Willow Run is as “expendable as 
a battleship,” Frazer said in a 
formal statement. “Mr. Kaiser 
and I are both in disagreement 
with this thinking. It certainly 
is not expendable to those com- 
panies which do not have as much 
manufacturing facilities for the 
production of civilian goods as 
they will need. The Kaiser- 
Frazer Corporation finds itself in 
this category.” 

The lease proposal will go before 
the Graham-Paige board of direc- 
tors Aug. 29 for their approval, 
then to RFC and Surplus Prop- 
erties Disposal Board for formal 
government approval. 


Mars Appointed 

Music Craft Company, St. 
Louis, has appointed the Mars 
Advertising Agency, St. Louis, to 
handle its account. Music Craft 
is the leased wire division of the 
Phone Craft Company. 


a pproximately 50% 


of all school and 


camp advertising 


" 


appearing in national 


publications is prepared 


by Ayer. 


N. W. AYER & SON, Inc. Philadelphia + New York * Chicago * Detroit * San Francisco * Hollywood + Boston * Honolulu * London 


Advertising Age, August 27, 1945 


Kroger Regroups 
Merchandising 
Departments 


Cincinnati, Aug. 23.—Reorgani- 
zation of the retail merchandising 
departments of Kroger Grocery & 
Baking Company’s general offices 
here, so as to place greater em- 
phasis on selling, has been revealed 
by C. M. Robertson, president. 

Joseph B. Hall, executive vice- 
president, explained that mer- 
chandising responsibility will be 
divided on the basis of commodi- 
ties handled, placing both buying 
and selling of a commodity or 
commodity group under one exec- 
utive. 

To implement the reorganization, 
both product and functional de- 
partments have been established, 
including grocery, fresh fruits and 
vegetables, and meat merchandis- 
ing, sales promotion and market 
analysis, and inventory control. 
Heads of these departments will 
report to Joseph Bappert, vice- 
president in charge of retailing. 


Many Shifts Made 


Personnel shifts include: Frank 
L. Reock, formerly general man- | 
ager of purchases, named director 
of grocery merchandising; Walter 
E. Fitzgibbon, formerly in charge 
of meat sales promotion, appointed 
director of meat merchandising; 
Lewis S. Brucker, appointed direc- 
tor of market analysis and inven- 
tory control; F. L. Hart, named 
merchandising manager for dairy 
products; Burl W. Brant, mer- 
chandising manager, canned goods; 
W. C. McCreery, merchandising 
manager for flour, sugar and ce- 
reals, and F. L. Fraser, merchan- 
dising manager for household 
items. 

Mr. Brucker will also continue 
as price ceiling director. S. A. 
Douglas will continue as director 
of sales promotion; H. J. Van 
Tuyle as fresh fruits and vege- 
tables sales manager, and R. E. 
Hanley as procurement manager 
of fruits and vegetables in Chicago. 


Magazines on Railway 
Equipment Planned 


Two new magazines covering 
news about railway equipment are 
scheduled to begin publication 
this fall. Railway Equipment 
News, which will list and de- 
scribe new railway equipment 
and supplies, will be brought out 
in September by John Broderick, 
New York, publisher of Nautical 
Gazette. Format will be 10% by 
1144 inches. 

In Chicago the following month, 
David R. Watson, for the past 
five years western manager of 
Welding Engineer, will begin pub- 
lishing Modern Railroads, devoted 
to information on new develop- 
ments in tools, appliances and 
supplies used by railroads. This 
monthly will have an 11%4-inch 
square format, and will have an 
initial controlled circulation of 
20,000. Frank Richter, formerly 
with Maclean-Hunter Publishing 
Company, will be editor. 


Magazine Accepts Ads 

Common Sense, New York, has 
announced that, beginning with 
the October issue, it will re-open 
its pages to advertisers. Until 
paper restrictions are eased, how- 
ever, space for advertisers will 
be limited to covers and one or 
two inside pages. 


DONT MUTHLATE 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 


tion don’t cut them up. Route them to 


all departments and then use our 
service to handle your clipping work. 


Booklet No. 20, “How Business Uses 


Clippings” tells how we do it. 


BACON’SCLIPPING BUREAU 
USINESS FARM | GENERAL 
eeapeRS” WK papers WW MAGAZINES 
2721 N. LASALLE ST, CHICAGO }. LL 
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"| . Like it so much that I 
have given subscriptions to quite 
a number of my friends and have 
recently sent in additional sub- 
scriptions." 


Donald S. Leslie 
First Vice Pres. & Gen. Mgr. 
HAMMERMILL PAPER CO. 


Unforced circulation is a priceless asset 


to advertisers. Your advertising expendi- 


ture is safeguarded when it appears in 


a magazine whose circulation is highly 


WOLUNTARY . 2. 2. 2 2 ew we ww 


‘he United States Magazine Magazine Magazine Magazine Magazine 


SUBSCRIPTIONS DIRECT TO PUBLISHER 


Subscriptions to The United States News are highly volun- 
tary. 80% go to home addresses. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


corporate and family buying 
~ 


Daniel W. Ashley 
Vice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


Read by LOOO 000 men & women Consumers 
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10 verusing Age, Aug 3 
. . 33.01%. Then came Chesterfield, ;joymeni,” and for cigars, “more|Evans had 14.89 and Zjp, 
Mrncent Le vaumen, cormerly/ LUCKIES, Wrighey [36° asi Morris, 92; ond |satisting” 14.12% More than, 30% 
with Kenyon & Eckhardt. has 7 Gold, 3.50; Raleigh, 2.41; Kool,| White Owls are used by 16.7% smokers among ' e 5,000 
joined Marvin Sherres. Adver- 1.69; Pall Mall, 1.08. On the |of cigar smokers surveyed, fol-|SUrveyed now use lighters 
tising, New York, in an executive and Hershey Found other hand, Camel smokers were|lowed by Roi Tan, 12.56; Phil- Eat More Candy 
capacity. |reported to have been loyal to/ lies, 12.04; Dutch Masters and | The war has sharpen¢ 
eg e < that brand for an average of 10|Hav-a-Tampa, 4.19 each. The saemiit Cette eons ih 165 
Edits Electrical Paper | A V { years and one month, as against|average cigar smoker in this | wow renthiod pe doen can 
Frank J. Oliver, formerly tech- Ops mong els eight years and seven months | group pays 101/3 cents for | than meal t hey enter. 
nical editor of The Iron Age, for Lucky Strike smokers. The|cigar. More GI Joes increased | — a vice 38.63% purchase n 
New York, has been named edi- New York, Aug. 23.—Five|shortest average loyalty was for|than decreased their cigar smok-| 4)... who purchess ewer " 
tor of Electrical Manufacturing, | thousand veterans of World War|Herbert Tareytons, four years|ing in the service. suid ths ‘eee Gene alae | 0, 
New York, a Gage publication. II, surveyed by American Legion|and three months, and the long-| Prince Albert was preferred by oo get them Y thar ; 
| Magazine, showed first preference|est for Fatimas, 15 years. Her-| 22.74% of pipe smokers. Other | Hershev’s 31.74%: follow ee 
\for Lucky Strike cigarets, White | bert Tareyton was the choice of| brands used by 5% or more of | Milky ge 14.70: Baby Ru 
Owl cigars, Prince Albert tobacco,| 0.72 and Fatima of 0.12. lthis group were hed Walter | il 61 sige bien —_ 
Ronson lighters, Wrigley’s gum, r Raleigh, 18.09; Velvet, 10.02;| “;,,’. ra e . 
| Coca-Cola. and ieerdieny anu Cigar mekeg Up Union Leader, 6.89; Half and igs te My hed ong = 4 ys 
bars. Of the men surveyed, 69.61 pre-| Half, 6.36; Edgeworth, 5.38. oe bade os ng -— vo oa 
Camel cigarets, which have|fer cigarets, 17.72 pipes, and| Nearly two-thirds of pipe smokers Chicle lerassiia 17 16 Cor c 
STUDIOS e long boasted of their “service”’|9.39% cigars. The chief reason!/ want filter pipes. wren dainant te soft Asin. 1 
1014 LOCUST STREET standing, ran neck-and-neck | for cigaret preference was Ronson represented more than ia epee with 63 67% Peps Co 
SAINT LOUIS, MISSOUR! | with Lucky Strike—32.05% against| “handy”; for pipes, “more en- half (51.91%) of lighters used. | second. had ity S50 and Se 


Up, 6.58%. 


‘ABC Adds Agency, 
Publisher Members 


Audit Bureau of Circulati 
has added the following membe 
| Agencies: Gray & Rogers, Phila. 
delphia, and Howard H. Monk 


Associates, Rockford, Ill. Adver. 
|tisers: West Virginia Pulp 

| Paper Company, New York. Da 
|;newspapers: Bulletin, Mante 
Cal.; Maryville & Alcoa Tim 
|Maryville, Tenn., and _ Uni 


Times, Warsaw, Ind. Magazin 
| Miss America and Your Figur 
New York. Business paper: [. 
| port Trade & Shipper, New Yi 
Farm publications: La _ Fern 
Montreal, and Turkey World 
Morris, Ill. 


Collins Elected 


Dan J. Collins, manager of 
rect mail sales and assista 
the director of advertising, 
Salle Extension University, Chi- 
cago, has been appointed exe 
tive secretary of the Chicag 
Federated Advertising Club. M 
Kay Wilcox continues iff 
secretary. 


BILLINGS | 


Josh Billings said 
that a lot of people 
know a lot of things 
that ain't so. 


as 


BRIDGEPORT HERALD 


FIRST OVER 


110,000 CIRCULATION 


(110,050 A.B.C.) 


FASTEST GROWING NEWSPAPER fF 
IN CONNECTICUT! . 


More than 50% increase in 5 years. 
All this gain without premiums, contests, 


or ballyhoo. 
INVESTIGATE NOW! | eta rnry 


Milline rate less than $2.00 | | Time datiero 


There are newspa- 
pers that contend 
that a small circula- 
tion and a large cir- 
culation are equal to 
each other. 


But nobody can sell 
that kind of specious 
reasoning to an ad- 
vertiser who has 
once felt the enor- 
mous pulling power 


LEIGH DANENBERG of the Times-Herald. 


Publisher 


ALFRED G. JACKSON 
Editor 


AUGUST J. MILLER 
Advertising Director 


, —— 
a | ——{—z=—— 


National Representatives 
LORENZEN & THOMPSON 


b 


WASHINGTON, D. C. 


228,49 
197,58 


TIMES-HERALD 
The STAR . 

The POST . 162,24 
The NEWS . 101,03 


as of March 31, 1945 
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National Representatives 
GEO. A. McDEVITT CO 
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¢ NOTHING (says a respected adage) 
succeeds like success. We are not sur- 
prised at the rousing reception listeners 
have given Hollywood Preview, another 
hit program created for the Coast by the 
Columbia Pacific Network. 


It's a new variant of a bullseye success 
formula — one that has put nationwide 
favorites like Lux Theatre and Screen 
Guild Players high in the rating heavens. 


We pick well-written screen plays — 
which have never before been produced 
— many of them from the files of Holly- 
wood movie studios. 


We present them with smart acting by 
young stars under the guidance of M. C. 


Otto Kruger, himself a great actor. 


Then we add a full measure of the pro- 
duction skill which characterizes every 
program created by the Idea Network. 


eeeerOR THE COAST 


Meidea Network 


POLLYWOOD 
PREVIEW” 


...an experiment in success 


The result is a half-hour of dramatic per- 
fection that not only entertains but sells 
the products of the General Petroleum 
Corporation, its sponsor. 


All Columbia Pacific programming. is 
aimed toward that same end — to enter- 
tain and to sell. Into it go the elusive 
(but unrivalled) qualities of high show- 
manship and artistry reflected in CPN's 
experienced production, scripting and 
technical excellence. For the sponsor 
who wants radio programming that will 
put his best foot forward, we have the 
most to offer. You pin the offer down 
by conferring with us or Radio Sales 


A DIVISION OF THE COLUMBIA BROADCASTING SYSTEM 


Palace Hotel, San Francisco 5 « Columbia Square, Los Angeles 28 © Represented by Radio Sales, the SPOT Broadcasting Division of Cl 
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— Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. 8S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
Member Audit Bureau of Circulations, Associated Business Papers, National 
Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 11 (Del. 1337), 330 W. 42nd St., New 
York 18 (Br. 9-6431); 995 National Press Bldg., Washington 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. Lawrence M. Hughes, Executive 

Editor. John B. Miller, Managing Editor. Stanley E. Cohen, Washington Editor; 

Murray E, Crain, Emily Hall, Doris Lawton, James McGuinn, Robert Murray, Jr.. 
Robert Granitz, Betty Bates, Frances Jameson, Associates. Correspondents in All 
Principal Cities. 


Advertising Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 

Manager Sales and Service. New York: Carl Doty, Eastern Advertising Manager; 

Halsey Darrow, T. K. Worthington, G. A. Ahrens. 
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Labor and the Customer 


Advertising and marketingmen! An 
are among those who believe that 
the historic trend of wages up-| 
ward as compared with the cost 
of living is a vital and indispens- 
able part of the America formula, | 
in which prosperity is created by 


interesting slant on the 
story which H. G. Weaver, head 
of the Customer Research Staff of 
General Motors, related in one of 
those intriguing booklets his de- 


partment circulates now and then. 


the combination of mass produc-|He told about the famous Edgar 
tion, mass distribution and adver-| A. Guest poem, “Good Business,” 
tising, decreasing prices and in-| which GM has published as a 
creasing wages. Therefore labor} contribution to better business, 
union executives can believe that) and in which the importance of | 
the point of view of the market-| the customer is extolled and the! 
ing world is decidedly in favor! grouches who fail to give him| 
of labor getting its full share of|service are castigated. It seems 
the sales dollar, which is the|that UAW-CIO, Local No. 731, 
only dollar management can use|reprinted the poem, but instead 
to meet payrolls and buy ma-|of praising its philosophy, called 
terials and equipment. ‘it “the biggest lie’ and accused 

Sometimes we believe that|GM Customer Research of hav- 


labor leaders may be a bit short-| ing “subsidized Mr. Guest to sup- 


sighted, however, in making their| port the perverted minds and 
policies and plans, which ought to} underhanded methods” of the un- 
be just as much concerned with|scrupulous persecutors of labor 
that same sales dollar as man-| who are supposed to run General 
agement or even the advertising | Motors. 
and sales departments. Yet we Customers make money for'| 
hear talk occasionally of unions|management, for labor and for 
planning to throw no-strike|stockholders. Without customers 
pledges overboard, now that the|nobody has a job, and nobody 
war is over, and of demands for] pays union dues. The better cus- 
higher wages, but little or noth-|tomers are treated, in terms of 
ing that would indicate that labor| good products and good values, 
is committed to the idea of mak-|the more sales dollars there are 
ing more and better products,|}to draw on for salaries, wages 
thereby helping to create more|and dividends, and the better it 
sales, which will be the source of|}is for everyone. Maybe labor 
any higher wages which business! needs to get more of the customer 


in the long run can pay. viewpoint. 
Retail Sales Volume 
When the war got under way,| because of war deprivations, and 
all of the experts predicted a de-| retail stores showed a new peak 
cline in retail sales, due to a/in sales volume. 
greatly reduced supply of goods. Now that the war is over, pre- 
Some people who are regarded as/dictions of reduced retail sales 
being able to look ahead with a/are again being made, because of 
considerable degree of omnisci-| the unemployment which will re-| 
ence said that with a war econ-|sult from the cessation of war 
omy imposed on the _ civilian! production and the release of men 
economy, the latter would be re-|from the armed services. But 
é to a mere shadow of its|again the forecasters may be in 
forme ize ! importance for a surprise, Reconversion may 
AL ese predictions proved| proceed faster than anticipated, 
false { ‘ Ame! n indust € use of the ability of industry 
erf the miracle of supply-| to adapt itself to changing condi- 
I th war need nd < lian vith a minimum loss of 
é f Thus the war| time and because government] 
e 1 est r estrictio! ire being removed at 
e hist f e ret 1 rapid rate. 
country Many In addition, many of those re- 
vere off the market, and | leased industry have plenty 
é ere ! iced|of money and are confident of 
t tney I De e tuture — that hey are in- 
é lly ‘ - é end for immediate 
fT é ‘ 


Chicago: O. L. Bruns, Western | 
San Francisco (4): Simpson-Reilly, Ltd., | 


situation was furnished in a little | 
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Williamson Tobacco Corporation 


"Complaints have gone down 90 per cent since Bradley started smoking 


Sir Walter Raleigh." 


eee 
Help Needed 


: 
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AURORA 
MAN 
WANTED! 


Mechanic or mechanically tn 
clined man for morning or 
afternoon work, or any con- 
venient spare hours, week 
days and Sunday. Apply at 


A-1 Service 


Galena and Randall 


from an Aurora, Ill., newspaper. 
|There is, unfortunately, no guar- 
antee that the hot tomato pic- 
| tured has any specific relationship 
to the part-time job advertised. 
| 

|Jones’ Journal 

| Dana Jones Company, Los An- 


| want 


but 


it 


ads 

Bill Green of Metro-Goldwyn- | Seemed impossible to get the kind 
| Mayer is the source of the clip- 
ping reproduced here, presumably 


were __ tried, 


of girl wanted, so the following 
want ad was inserted, and it 
worked. Mr. Mayrand thinks 


|readers may be interested, as the 


} an 


| shelling 


geles, issues one of the most in- 
teresting “house organs” of any 
|advertising agency. It’s a vest 
| pocket sized affair called ‘Mister | 
Jones’ Journal,” and _ contains 


articles of general interest as well| 


as advertising 
current issue, 
jries a lead 
| termination 


The 
car- 


comments. 
for instance, 
article on “The Ex- 
of the American Bi- 
|son,” and an old-fashioned flavor 
is evident throughout the 
We particularly like the state- 
ment which appears under the 
notice that the “Journal” is pub- 


lished in a strictly limited edi- 
| tion: 

| “Mister Jones can well afford 
|}to print a larger edition of his 
| Journal as the expense is slight 
| Its limit, however, is set by those 
|to whom this print may be of 
some interest and who, by incli- 
nation and position, may influ- 


ence the placing of some advertis- 
ing business. If you know of any 
h, pleased, if you will, to 
|inform the publisher.” 


be 


1] 
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|'Need a Steno? 
Bert Mayrand of American 
|Surgical Supply & Equipment 
Bridgeport, Conn.. 
ompany has finally solv 
ie problem of getting cap 


Conventic 


says 


ynal 


text. 


idea has 
tions. 
STENOGRAPHER 
ability. If you can 
ing short test you 
unusual position 
a firm dealing entirely with 
medical and allied professions, 
—Does “ferriferous” mean 
or iron-bearing or loose? 
“turgid” mean distended or 
swirling or muddy? Does “dilatory” 
mean impolite or tardy or enlarged? 
Does “‘unctuous” mean hypocritical 
or oily or polite? A good position in 
pleasant surroundings. 
work. We pay according 
The American Surgical 
Equipment Co., 1715 


innumerable applica- 
Check your 
the follow- 
qualify 


secretary 


pass 
can for 

in 
the 
i st 


vile- 


as 


> 


Does 


to ability. 
Supply & 
Barnum Ave 


Jottings 


Prize for the 
understatement 


most fantastic 
of the week goes 
to the National Selected Morti- 
clans, who announce establish- 
ment of a funeral expense budget 
plan by Passaic Bank and Trust 
Company, and say that one of the 


two outstanding advantages of 
the plan is that “provision is 
made in advance against a con- 


tingency that is virtually sure to 
come.” ; 
Close runner-up for the under- 


| 


Advertising Age, August by 


The following document 


ma 
|be secured without charge fro, 
companies sponsoring them, 9 
through ADVERTISING AGE, ani 
national advertiser or adve'tising 
lagency executive writing on jj 
| business letterhead. 
No. 2461. From Trees to Printing 
Presses. 1 
Kimberly-Clark Corporation }; 
issued this brochure, which tej] 
the story of paper making froy 
'selection of wood and its prepara. 
‘tion at the mill to the finishe 
|product. Illustrations show actu; 


mill operations, and text describe 
various steps in the paper-making 
process. Several types of printing 


presses, currently used, are illus. 


trated, with diagrammatic sketche 
showing paper traveling throug 
the presses. 


No. 2489. 
ket. 
Highlights of the shipbuilding 
program for 1945, detailed statis. 
tics for 1944 output and a report 
of current thinking on postwa 
prospects for shipping and ship. 
building in the U.S. are contain¢ 


1945 Shipbuilding Mar- 


lin this booklet issued by Mar 


,a collection 


Engineering and Shipping Revi 


No. 2483. This Is Pittsburgh. 
The Pittsburgh Sun - Telegra 
has issued this brochure, which 
of ads in the news 
paper’s national magazine 
paign, each of the series contain- 
ing opinions and prophecies of on 


cam- 


'of the city’s industrial leaders. 


Interesting | 


statement prize is the national af-| 


fairs bulletin of WAYS, Char- 
lotte, N. C., which reported sol- 
emnly under date of Aug. 15 (a 


No. 2505. Pacific Panorama, 
The Columbia Pacific Network 
tells in this plastic-bound booklet 
how the region it serves has 
changed during the war and 
entering its most promising period 
economically, and how the net- 
work may be used to reach the 
entire West Coast market area. | 
is handsomely illustrated by pho- 
tographs, charts and maps. 


No. 2491. Cosmetic Usage 


Brand Preference. 

Hillman Women’s Group has | 
sued this report of a survey of the 
use and brand preference of t 
letry items by readers of Real Ro- 
mances, Movieland and Rea 
Story. A specimen of the ques 
tionnaire is included, and the re 


and 


|port contains detailed tabul 


of the findings. 


No. 2471. Fact Finders’ Seco 
Annual Report to You. 
The 


New York Post has issu 


lits second annual report co 


interviews with active shop} 
Fifth Ave., Brooklyn, 34th $ 


|miscellaneous stores. Percentas 
figures in the report show é 
these pople live, and their ag 
with following pages devoicd | 


| opposite 


holiday, as you may recall) that 
“by all the rules of common 
sense, the Japs should throw in 
the sponge before October. 

The odds on an early peace are| 
mounting.” 

And we also like the expres- 
sive communication printed in 
the August issue of “Trend,” or- 
gan of the Publicity Club of 
Leeds, England. “Dear Mother,” 
says the item, “I am now batman 
to Colonel Blimp, and have one 
of the finest beds a man ever 
slept on the floor next to.” ... 

The Aug. 20 issue of AA car-| 
ried a Comic Weekly ad on the 
back cover, in which Maggie, 
Jiggs’ ball and chain, asks plain- 
tively, “What does a girl have 
to do to be a pin-up?” An AA 
lreader suggests that Maggie hold 
the Comic Weekly ad up to the 
light and she’ll see for herself 
A luscious pin-up babe from the 
picture page shows right through 
in Maggie’s hair! 

Wallie Boberg of The Farmer 
and a number of other people 
think Olmstead-Foley Advertising 
Agency, Minneapolis, deserves an 
orchid for its speed in rushing a 
promotion piece, “This Is the 


‘Postwar’ We Were Planning to 
Plan For,” i day 
after the unofficial but authenfic 
V-J Dav 


into the mails the 


lers live, by boroughs, and 


their reading habits—where 
ing and evening newspapel! 


ing and evening coverage < 
York newspapers by age 
How morning and evening ‘ 
duplicate each other is sho I 
all of this information is p! 

to comparable 19 
ures 


$26,000,000 Is N 


In this folder, United 
News names the tidy sun 


title as the expenditure 

York per year of its out- 
subscribers (excluding ‘th 
are residents of New Y 
and state, New Jersey al 
necticut). The pages f 
show where the $26,000,00 
and include a list of sho} 


divide up $15,000,000 of t! 
showing percentages of sub 
who have charge accounts 
store. 
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Tell the people who tell the world 


When Jeffry Hawks stands behind a promise, the 
thing's as good as done. And when he, in turn, 
tells folks what to do, he rarely gets an argument. 


Jeff not only has know-how, he has plenty of 
know-what...on subjects ranging all the way from 
legislation to cravats. He’s typical of the judicious, 
influential type of reader attracted by Newsweek's 
clear-headed reporting and analysis of news. 


' you have a new product or service to promote, 
it will pay you to introduce it via Jeff Hawks and 
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others in this significant top-of-the-market. They 
not only have the vision and means to pioneer 
with new thinking; they also guide others to faster 
acceptance of progressive ideas. 
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Ban Removed on 
Radar Copy; Four 
Use Advertising 


New York, Aug. 22.—With the | 


government’s relaxation of the 
ban on the publication of facts 
concerning radar last week, four 
of the larger companies responsi- 
ble for the development of radar 
equipment took large-size news- 
paper space to announce and pro- 
mote their share in radar manu- 
facture. 

These ads were first to appear 
on the subject of radar since July, 
1943, when the War Department 
banned the mention of radar in 
advertising and _ editorial copy 
(AA, July 26, 1943). At that time, 
publicity on the secret weapon 
was considered dangerous to the 
country’s welfare, and it was 
banned entirely when divergent 
views as to the allocation of credit 


for its development were pub- 
lished. 
Four Run Ads 

Radio Corporation of America, 
Camden, N. J., through J. Walter 
Thompson Company, New York, 
placed special radar ads in 27 
newspapers in nine cities. Calling 
radar “mankind’s new ‘sixth 
sense’,” the RCA copy traced its | 


major developments in the 1932-42 

decade, and carried small illustra- 

tions on how radar works. 
Concentrating special radar ads 


in cities where main plants are 
located, Western Electric Com- 
pany, New York, used newspapers 
in Chicago, Baltimore, Kearney, 
N. J., as well as in suburban pa- 
pers in northern New Jersey. 
Copy, captioned “Aimed by ra- 
dar ... made by Western Elec- 


tric,’ was placed by Newell-Em- 
mett Company, New York. 

Copy by Philco Corporation, 
Philadelphia, told “the sensational 
story of ‘Mickey’, the miraculous 


Do You Scratch Your Head 
When Your Arm Itches??? 


Incongruous? 


Yet, in advertising tests for the 
New York market, many adver- 
tisers do just that . . . using cities 
like Providence, New Haven, etc. 
Most research directors cite New 
York as an "ATYPICAL" city— 
unique, comparable to no other 


city in the U. S. 


That is why, when testing ad- 
vertising for New York, YOU 
MUST MAKE THE TEST IN NEW 
YORK, 


And, THE BRONX HOME NEWS 
1S THE PAPER TO USE. It meets 
EVERY requirement set up by 


Research directors... ... and is 
LOW in cost. 
BRONX HOME NEWS 


Brenx and Upper Manhattan 


Bronx 55, New York 


bombsight 
forces to 


radar 
Army air 
Nazi industrial and 


used by the/|scheduled radar copy in New York | Fitzgerald Advertising Agency,|To Sherman & Maro: 
demolish the | metropolitan newspapers and this| New Orleans, as account execu- 
Tas s . 4 state New York rs. : oard. ohn oth, formerly wl i a4 
It was scheduled for 200 i. “ater 4 frre gcse oe BBDO, Chicago, has joined the| sales for NBC in Chica 
and;|» ii evs Marouso | agency as assistant art director.|been appointed radio dir 


newspapers 
the story of 
feature of the Aug. 
on American 
pany of Philco’s 
Agency is 


The New York Te 
pany, through Ba 


Durstine & Osborn, 


coast-to-coast, 
“Mickey” 


Broadcasting Com- | 
“Summer Hour.” 
Hutchins 
Company, Philadelphia. 


darkness, smoke or fog,” 
credits the Bell 
largest source of 
fighting forces.” 


also was a and copy 


19 broadcast 
radar for our | 


Advertising 
Join Fitzgerald 
lephone Com-| James Windmuller, formerly 


tten, Barton,| copy chief of George H. Hartman 
New York,| Company, Chicago, has 


System as “the Richman Adds Duties 


PS a Goldblatt Bros., Chicago, 
added the additional duties 
of sales promotion manager, suc- 


| has 


head, 
joined | tive Sept. 1. 
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Marquette. 


A. Richman, advertising 


Ray Inman, art 


ceeding William Futterman, vice-|cago, for many years, 
president and _ sales promotion signed to become head of 
whose resignation is effec-|department of Burton 
|Inc.. Chicago. 


ithe Chicago office of She 


Joins Burton Browne 


Prairie Farmer and WLS 


How to remove guesswork and uncertainty from 


business paper advertising ....increase the 


effectiveness many times over. 


WHY THIS BOOK IS IMPORTANT TO YOU: This 
book primarily outlines a technique for conduct- 
ing field research as an aid in obtaining greater 
effectiveness in business paper advertising. 


BUT IT’S A LOT MORE THAN THAT. It points 
the way toward making the whole advertising 
and sales promotion function a more vital part 
of a company’s activities. 


It shows wherein the advertising department can 
lead rather than follow—in sales planning, and 
even in product development. 


It suggests a procedure which may ultimately 
result in making the job of advertising manager 
one of the most important in the company. 


PYREX ADS BASED ON READER CALLS 
INCREASE RETURNS THREEFOLD! 


Field calls on buyers of pipe in chemical 
plants revealed many comments like these: 


“| wonder how they hook up glass pipe to the 
outlets of kettles. The people who make ceramic 
pipe also make a complete line of fittings.” 


“Unfortunately there are no adaptors avail- 
able so far as we know. Our biggest problem 
is to hook up glass to other pipe materials.” 


The ad reproduced above answered these questions . 
and returns increased threefold. This was also true of 
other ads in this series. (For more complete details and 


other examples fill in the coupon.) 


It removes the uncertainty and guesswork from 
copy and makes it possible for the copywriter and 
ad-manager to speak with authority and offer 
conclusive proof if the effectiveness of advertis- 
ing is questioned. (Thus changing non-believing 
bosses to budget boosters!) 


It shows anyone connected with business paper 
advertising how he can make more money for his 
company. How he can be happier in his job. How 
he can make more money for himself. 


These are sweeping claims that may sound like 
the 6 point ads in pulp magazines that promise 
to make you the life of the party in five easy 
lessons. 


Maybe so. But you'll find nothing in this book 
that isn’t based upon practical experience. It’s 
not just a bright idea from ABP ... it grew from 
the experiences of many seasoned and capable 
advertising men. 


Read the contents listed in the ad. Note also the 
typical example of how field reporting was put to 
work and the results obtained. 


Then fill in the coupon, and you will receive a 
copy without cost ... with the compliments of 
Associated Business Papers... and with the hope 
that it will help you prepare more effective busi- 
ness paper advertising and get a better return on 
your investment. 


The more productive your advertising becomes, 
the more: advertising you will want to run... 
and that’s when business paper publishers and 
agencies will profit along with you! 


As we were limited in the quantity we could print, 
we urge prompt action. (This sounds like the 
traditional mail order hay, but s’help us it’s 
true!) The coupon, or a note on your letterhead 
will do the trick. 


ASSOCIATED BUSINESS PAPERS 


205 East 42nd Street . New York 17, N. Y. 
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: JWT : |named manager of a new Salt|accounts: Nelco Tool Company; s : 
ett Two Join F a |Lake office of the agency from | org a gage — — cary Car ne 
eg W or which he will serve the Ford ac-| pany; Font o., cigar import-| ider Blade Company, Newark, 
Pa to Work = ior count in that area. | ers; Novak Spring & Coil Com-| has inaugurated a car card adver- gOWER IN THE p 
a gerle E. Hildebrand, unti Pept A? a | pany; Helio Photo Service; Trans-|tising campaign in 25 principal Re & 
haiicent!y a captain in the Army air ‘ | parent Products Company, gift|cities for its Professional razor > % 
ir i ree, and formerly an automo- Fried Adds Accounts |tapes, and Stronghold Jewelry|blades. Raymond Advertising ay 4 
an tive parts jobber and district Ad Fried Advertising Agency, | Company. Agency, Newark, handles the ac-| ,@ - 
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McQuay orris g. ompany,| counts of Royal Art a eries, | Joins Scheibner ae aR : = 
1S ined J. Walter Thompson Los Angeles, and United Tavern es . . p —_ 
Con ny, Los Angeles, as execu-| Owners, Oakland. Jeanette Cain, formerly in the | Rejoins McKim : 
r gfifeve on the Ford Motor account cee copy and contact department of} James E. Collier, who left the 
Chi. ae Los Angeles territory. H. ernow Company, New York,|} Toronto office of McKim Adver- 
rep Driggs, formerly advertis- To Moss & Arnold has joined the fashion division of| tising in 1941 to join RCAF, has 
© ann id promotion manager of Moss & Arnold Company, New | Hugo Scheibner, Inc., at Los An-/| returned to civilian life and re- 
WrefKSL. Salt Lake City, has been| York, has added the following! geles. joins the agency. Titnst  seursrana 
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ESEND THIS COUPON FOR 
What “HIT THE ROAD” COVERS: 


YOUR FREE COPY 


Se 


ASSOCIATED 
BUSINESS PAPERS 


A partial list of the contents includes: 


A national association of business publications devoted to 
increasing their usefulness to their subscribers and helping 
advertisers get a bigger return on their investment. 


| 

Why Copy-Searching is important. | 
Why your sales staff cannot do it for you. | 205 East 42nd Street « New York 17, N.Y. 
How to make the time for the job. | Please send me a free copy of 
How many calls? And where? | “HIT THE ROAD” 
How your customers and prospects can help. | 
How to conduct an interview. l 
NIAA suggestions for field work. r 

| 

| 


How to write and interpret field reports. 


In the Ark-La-Tex 
Area, KWKH, 
with its 


50,000 Watts 


Name 


Company 


Title or Functio 


is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


Getting to the right man. 
Examples of successful ads based on copy calls. 
By-product benefits of field work. 
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Street & Finney Elects 
Newly-elected officers of Street 
& Finney, Inc., New York, include 
H. K. Finney, president; John F. 
Mayer, vice-president; Fred Hel- 
lar, treasurer, and F. S. Park, sec- 
retary. Robert Finney ap- 


pointed general manager. 


was 


REACH THE 


All Restrictions 


on Book Paper to 


End This Week 


Newsprint Controls, 


However, Continue 
Indefinitely 


Washington, Aug. 
tion of restrictions on the use of 


book paper by magazine and book 
publishers and commercial print- | 
weekend, 
following a decision by the print- 


ers was expected this 


ing and publishing division of Weekly and 19 corn belt radio stations 
WPB and its industry advisory) sre also on the schedule, placed 
committees that the restrictions | through C. L. Miller Co., New York. 
are no longer necessary. pase wat 
Decision to end paper restric- | 
tions for book paper consumers | Monday after WPB reported that, 


was made at a series of industry 


advisory committee meeting 


An 
Appeal to Farmers 


for Corn! 


oe 


23.—Revoca-| ==: anes See oS ear 


NO CORN HERE—Corn Products Re- 
fining Co. ran this full page last week 
in numerous midwest newspapers in an 
effort to increase movement of corn 
into commercial channels. Cappers 


| pulp supplies in the book, ground 


here | wood and fine paper fields have 


Army, Navy, and Marine Officers vote 
“TIME is our Favorite Magazine.” 


Says a Marine Corps Lieutenant: 


"The job you are doing in getting news to 


out-of-the-way places is marvelous. 


No one home 


can possibly appreciate how popular TIME 
subscribers are on the days when TIME arrives. 
Letters and any personal thing can be left lying 
around but if the subscribers want to read TIME, 
their copies must be carried around with them 
until they're finished or it would be weeks 
before they saw TIME again—and then only after 


everyone else had finished it. 


A 


? two men at 


ADVE SING OFFICES New Y 


new issue is 
always read by at least 


a time." 


eliminated the need for the cur- 
tailment. 

| WPB made it quite clear, how- 
ever, that the restriction on news- 
print must continue for several 
months, and that magazine and 
book publishers and commercial 
printers must continue to operate 
lunder quotas if they wish to use 


newsprint. 


Newsprint Restrictions Continue 


In addition to the magazine 
order L-244, the book order L- 
| 245, and the commercial printing 
order L-241, the committee recom- 
'mended revocation of L-289 
| (greeting cards and_ illustrated 
| postcards), L-294 (displays) and 
|L-340 (governmental commercial 
printing and duplicating). 
| There was some feeling that 
ceilings on production of heavy 
grades of paper might be retained 
for a few weeks until inventories 
light paper are gone. 


Newsprint News Indefinite 
With lifting of 


| 


| of 


specific orders 


covering each of these industries, | 


the printing and publishing di- 
vision planned to issue a special 
schedule to L-240, the newspaper 
order, limiting use of newsprint 
by non-newspaper consumers. 

Newspaper publishers’ should 
not anticipate any immediate in- 
crease in their 
newsprint, WPB warned. 

The post-VJ-Day statement 
pointed out that there is still lack 
of definite assurance of increased 
supplies, and that very little more 
can be said on the subject before 
the next newspaper industry ad- 
visory committee meeting Sept. 
11-12. 


Lag in Production Seen 


Benton R. Cancell, 
the forest products bureau, said 
that “no increases in supplies of 
newsprint are in sight at the 
present time.’”’ Mr. Cancell said 
European pulp is expensive 


director of 


too 


authorized use of | 


4 
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for processing into newsp) 

that mills are not pI 
equipped to handle it. 

He said WPB would 

ito encourage increased n: 
production here and in 

but he pointed out that w ; 
|being cut is not available jp ; 
| form of paper until spri: 194¢ 
Moreover he added, EF 
production will not appro: 
jwar levels until the FE 


Pete £ 
coal problem is solved. 9 
Governmental contr: Ove 
paper was inaugurated in Ja, 
lary 1943, with quotas calling | 
{ 


Ove 


a 


| 10% reductions from prew 


sumption for all users. The 9 i 
|ers were revised a number 
times to close loophol an 


| bring additional users under th, 
| direction. 


Quick Easing Noted 


| For 18 months beginning 
| January 1944, paper consumpt 
| was 25% below prewar fo: 
users, but on July 1, WPB reco, 
}nized V-E Day by allowing py 
lishers and printers 80% of th 
| prewar use, and then, only t! 
}weeks ago, quotas for bo 
|Magazines and commercial prin; 
ers went to 85% of prewai 
The paper’ shortage result 
from a combination of manpo 
}and materials shortage. Milit 
demands for packaging mate 
created shortages of the pulp us 
in newsprint production, wh 
nittrating programs and short: 
of manpower crippled book pa 
producers. Reopening of Swe 
ish pulp sources and eliminat 
of military nitrating prog 
contributed to the rapid reco\ 
of the book paper supply 


* 66,7 
ing. 
fert 


Joins ‘Cosmopolitan 
Harry Morris, formerly with | 
Chicago staff of Popular Sci 
Monthly, has joined the Chicag 
staff of Cosmopolitan. He \ 
recently with the U. S. Navy 


HERE IS THE 


y 


AND HERE ARE Th 


E REASON 


The South Bend market includes, among others, |/i 
counties which form a perfect picture of Amer is 
dustrial-agricultural structure, counties selected by t! 
Government for a national test census and again for all 


nutrition studies. 


It offers a perfect cross section of the trades an: 


sions: a yardstick for the entire nation, according '° ¢ 


ernment data. 


It is the home of the ~ 


Average American Family, -°' y 
| = g a 


by the Associated Press on the basis of govern: 


tistics. What better place 
American Family 7 


4 


evening circulation of 


ica of up-to-110,000 people. It is unique— it is perfes t 


NEWSPAPERS GET IMMEDIATE ACTION 


STORY, BROOKS & FINLEY, 


INC 


to test a product for the 


THE TRIBUNE saturates this market with the 


any newspaper in any city 
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? = fertile independent service market. 
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AUTOMOTIVE DIGEST — stem 


Fema 


47,007 
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utomotive Digest Now Leads All Other 


Automotive Publications in Paid Circulation 


Automotive Digest talks the language of profits to Independent Service 
Shops — the language that makes for responsive leadership. Proven edito- 


rial leadership has built, for Automotive Digest the largest paid circulation 


in the Automotive Field. 


For the most thorough coverage, of the most fertile market, on the largest 


page size, at the lowest rate per thousand, use 


Automotwe DIGEST 


New York Chicago Detroit 
Room 2007, Paramount Bida. oe de . 
\ 150! Broadway 
Los Angeles Cincinnati 
3 403 W. Eighth Str 
1 
nn 
D e voti n g most of today's limited paper quota to building circulation to better cover your most fertile market Che % 
v ' of tomorrow. 3 y 
atl Send for new FREE booklet describing the fertile independent service market. 
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‘All-Sports Digest’ Bows 
All-Sports Digest, monthly pub- 
lication containing condensed re- 
prints as well as original mate- 
rial, will be launched this fall by 
Robert J. Curley, editor, and H. 


Stoney Smith, business manager.| gift articles, handle personnel vision will play as an advertising peel 
The magazine, which will accept|during the Christmas season, and|. Philadelphia, Aug. 21. — At-|and merchandising medium for | (ma 
a limited amount of advertising,|the like. The 250-page ‘1945|lamtic Refining Company, bridg-|department stores is graphically 

Christmas Survey” lists display|ing a gap between institutional described in a booklet prepared 


will be published in Ridgewood, 
N. J. 


To Louis Victor 


Authorized Refrigeration Com- 
pany has appointed the Louis Vic- 
tor agency, Hollywood, to handle 
advertising for Arctic-Temp food 
lockers for the home. 


Issues Christmas Study 


Grey Advertising Agency, New 
York, has completed its annual 
survey of up-to-date methods by 
which retailers may merchandise 
and advertise to sell Christmas 


ideas, describes a “lay-away” gift 
plan, etc. 


Tea Garden Uses Spots 


Tea Garden Products Company, 
San Francisco, has launched a 
radio spot announcement cam- 
paign for its syrup, marmalade, 
jelly, preserves and other prod- 
ucts, with 13 stations on the West 


Worth Clothes, Inc., New York, 
has appointed Lew Kashuk Ad- 
vertising Company, New York, to 


Atlantic Retining 
Campaign Shows 
Oldtime Autos 


advertising on research and con- 
tribution to the war effort, and 
its projected product-selling cam- 
paign, is running a series of news- 
paper advertisements depicting 
the early models and fashions of 
automobile history. 

In 48 and 60-inch insertions in 
more than 200 eastern dailies, At- 
lantic pictures various early pas- 


sizes that ‘Atlantic was already a 
leading gas” at the turn of the 


supply better gasoline and motor 
oil in the near future. 


Prints Video Booklet 


The important role which tele- 


by RCA Victor’s home instrument 
division. Titled “RCA Victor 
Television—Opening a New Mer- 
chandising Era for Department 
Stores,” the booklet is being dis- 
tributed to department store ex- 
ecutives. 


Thompson Forms Agency 
Douglas E. Thompson, who has 


Kimball L. Neal and A. H. Vode- 
gel, former associates. 
rary offices are in the Bankers 


Tempo- 


~ 


Advertising Age, August 2" 1945, 


When cars came 


A 


“complete with baskets’ 
Atlantic was already a leading ‘as' 


Remember the 1904 Rambler. “complete with canopy top and nde 
curtains. jamps and baskets”? Seems like 

@ long time back. but Atlantic petroleum products represented 
M years of expenence evpn then. 


Many in 1904, still looked on the automobile as «toy. But the Atle 
refinery was ready lor this new market. As eerly as that, Atlantic 

was playing « part in moter progress. It has been doing 00 ever sinc: 

25 Years’ Petroleam Progress Since Pearl Harbor tells Adantic’s wey < 
story. While the cutomobile and aviation industries heve been bh. , 


MOTOR Ol + LUBRICATION SERvice 


rt . 
- satt ‘ been out of the business world out super planes, Adaatic hax been supplying super-gasaline te poe 
' Cover Catholic ; a. se aber Meme % senger cars, with copy humor-|for two years, has organized Doug cocmtonn ass Gules sehemneer tee eos bam 
i h | Ch h § | Cooper, San Francisco, is the ously recalling early accessories|Thompson & Associates, to spe- cine 
i Sc OOois, urcnes, aouney. ’ and selling points such as “com-|cialize in “a new type of sales Aen ng oh eae a et hl Thea 2: 
. d ' titutions i / Pe ee plete with baskets” and models} campaign combining the elements ee ee - 
| an ns : Worth N es Kashuk “that open up the back.” e sales training and —s. i Ee 
am : ni _|plan.” Associated with him are fl 
: t Each ad in the series empha AY ANTIC 
1 | 
{ i 
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135 W. WELLS ST., MILWAUKEE 3, WIS. 


handle its account. Newspapers, 
radio and direct mail in Michigan 
and Indiana are being used. 


century, and that its wartime pro- 
duction of ‘“super-gasoline” for 
airplanes will enable Atlantic to 


building, Chicago, with perma- 
nent offices to be opened Oct. 1 at 
165 W. Wacker Dr. 


We’re headed for an alive and thriving market, teeming with 


young housewives and wage earners who rush to the news- 


stands every month for Sdeal magazines. Better off than ever, 


alert and budget-wise, hungry for new things to wear, to 


use, to live with, they look to Ydeal Women’s Group for 


buying guidance because they find in deal magazines enter- 


tainment streamlined to their taste. Our readership is your 


OLD-TIMERS—In an interim campaign 

before turning to straight product sell. 

ing, Atlantic Refining Co. is using a 

newspaper series on early automobile 
models. 


Heads Schaefer Sales 


maker of medical acoustical 
instruments, has joined Schaefer 
Inc., Minneapolis, manufacturer 
of low temperature frosted food; 
and ice cream cabinets, as gen. 
eral sales manager. 


Packard Names Osband 


W. E. Osband, formerly De- 
troit regional manager of Packard 
Motor Car Company, has been 
appointed organization manager 
for the sales division. He will be 
responsible for organization of 
field personnel and dealer-factory 
relationships. 


Once 
Maine’s 
Leader... 


NOW 


NEW ENGLAND'S 


LARGEST 
MORNING 
NEWSPAPER 


Published 


J. L. Armstrong, advertising 
and general sales manager o 
Maico Company, Minneapolis Fy 


market of today, of tomorrow. 


Outside of | 


Boston 


You ( 


through veste1 edia 


mnotl reach thal market 


Hop aboard with your merchandise and we'll speed you 


/ 
straight to the heart of it. Consult our adman about rates The Bango F j 
and itinerary. | 
Daily News 
BANGOR, MAINE 
{f " a 
€ 4 Sw melon iD ; . 
W.M.Cotton’s «/ ¢ ‘ WOME\ \ GROUT - Movie Life - Movie Stars Parade - Movies - Personal Romances a a a, : 
NEW YORK: IDEAL PUBLISHING CORP., 295 Madison Ave., N.Y. 17, N.Y., MU 3-8191 © CHICAGO: IDEAL PUBLISHING CORP., 360 N. Mich. Ave., Chicago 1, Ill., State 5582 % , , s 
LOS ANGELES: DON HARWAY & CO., 816 W. Sth St., Los Ang. 13, Cal., Mutual 8512 e HOLLY WOOD: IDEAL PUBLISHING CORP , 8278 Sunset Blvd., H'’wd. 46, Cal., Hillside 7364 D 
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=  Sfresb tracks 


Ss The winter wind brooms the dusty drifts intoa 
still wonderland of white aad a lone boy blazes 

a lone trail, unmarred, uninterrupted ... Gravure 

/ cuts the course afresh with a new impression to 
/ open new avenues, gives the advertiser a sales 
path sparkling with potency, a passage apart 
from the passe... And gravure becomes a major 

medium in the Sunday pictorial sections of high 

visibility, eagerly awaited, with a 90% regular 
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readership, at home and at leisure when the mind 
is relaxed, the barriers unbarred. 

Metropolitan Group gives gravure national 
coverage...combines the Sunday picture sections 
of 25 great Sunday papers in 22 cities... with 
12,800,000 circulation ... reaches half the better 
buying homes of the entire country... Make a 
list to match your markets—any ten cities get 
group rates... Ask for more facts! 


Metropolitan Group KYVAV UTC 


AdantajJourns! * BaltimoreSun * BostonGlobe * BostonHerald *¢ Buffalo Courier-Express * 


Detroit News * Detroit FreePress * Los Angeles Times * Milwaukee Journal * Minneapolis Tribune * New York News © Philadelphialnquirere * Pittsburgh Press ° 
Seattle Times ° St. Louis Globe-Democrat . St. Louis Post-Dispatch : St. Paul Pioneer Press . Springfield Union & Republican . * Syracuse Post-Standard . Washington Star 
NEW YORK 17: 220 East 42d Street 8 2: NewCenterBuilding = 8 * + = CHICAGO 11: TribuneTower '* SAIN FRANCISCO : ; 155 Moatgomery Sereet 


Chicago Tribuoe * Cincinnati Enquirer * Cleveland Plajn Dealer *¢ 


* 


Des Moines Register 
Providence Journal 
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' ucts of its Jersey City plant,|which are “now rodu new 

Youngstown Book Crawtord Sponsors Show De Kuyper Marks under the aegis of Nationa! Dis- | America according ‘~ Precione Mame ter 
Off Mi ’ sa eee oamemaan ot orhig 250th A = tillers Products Corporation, re- formulae brought from the ps tion unt 
ers iniature Week in Philadelphia” broad- nniversary ceiving national advertising|old home in Holland eleve: vers nal - 

: cast over Station WFIL, Phila-|5 . throughout the year. ago.” Lawrence Fertig & Co, ;, gm W° 
Kitchen Cutouts adelphia, Sundays at 3 p.m. In Magazine Ads Current advertising commemo-|the agency. inited § 

i ——— " c on i he 250th anniversary of jials we 

Warren, O., Aug. 21.—Customers New York, Aug. 21.—An obscure |Tating t 4 J Started in 1695 rited 
who want to design their own Agency Adds Mason Dutch cooper, John De Kuyper, the founding of the De Kuyper imi a 
kitchens in miniature will be able R meant only to utilize extra bar-| brand, some of which is full-color First product marketed 169; ME price Pro: 

‘ é andolph Mason, who formerly : > pd kt , eS ‘a 
to do so by using the 20-page| operated his own agency and was rels among those he was making|copy, appears in Cue, Esquire,| under the De Kuyper name was , Mj love’. 
Min-A-Kit booklet being made|with McCann-Erickson Chicago for gin distillers in Rotterdam|Gourmet, House Beautiful, House | “Squareface” Geneva _ gi In 1934 
available by the Mullins Mfg. Cor- has resigned as an account execu- when he began manufacturing|& Garden, Promenade, Redbook,| called because of the somowh; ional Di 
noviiien i tte Vaninstewa Kit- | tive at McManus, John & Adams, his Geneva gin 250 years ago.| The New Yorker, Time and Town|square shape of its bottle 1, family eS 
chens ; Detroit, to join Keelor & Stites|Today the De Kuyper name is|& Country. Ads emphasize the|line of cordials was added mor, qin Je sey 

Containing AA ential Yin book- | COMPany; Cincinnati agency. world-renowned, with the prod-|‘“old-world grace” of the cordials|than half a century later th mac De 
let illustrates cabinet sinks, base — = 
and wall cabinets, stoves and re- 
frigerators. Kitchen planners can 
cut out the models, assemble them 
into life-like forms and, using the 
cover of the book to form kitchen 
walls, design kitchens of various 
sizes and styles. 

Offered only through national _ 
advertising, the Min-A-Kit book _ 
is sent upon receipt of 10 cents. . 
More than 100,000 will be dis- — 
tributed on the first printing, and 
later printings will be made avail- 
able to Youngstown dealers 
throughout the country. 

New Book Series 

Popular Science Publishing 
Company, New York, has inaugu- 
rated a new line of books on a * 
variety of subjects, using the title, 
an Gena te came ARE YOU REACHING THE OUTSIDE AUDIENCE 
will continue its Popular Science 
and Outdoor Life series of books, 
but will publish other titles as 
Foremost Books. The first two, f id f f 9 
ready Sept. 1, are the “Boys’ Fun } 2 / 4 4 C J : 

Book,” and “How to Start Your On lé L ACLU 0as b 00: 
Own Business.” 
American-Marietta Buys 

American - Marietta Company, THE OUTSIDE MARKET represents calls (the largest ever made on the Pacific Coast) Pi 
Chicago, paint and varnish maker, 
has extended its paint manufac- ’ : re an 
turing facilities to the Pacific approximately half of the retail sales showed 60 to 100% of the listeners in the‘‘outside 
coast with the purchase of the 
Schorn Paint Mfg. Company and market tuned to Don Lee stations! (See below.) 

Solastic Products Company, Se- | and radio families on the Pacific Coast. 
attle. As for ‘‘inside’’ market listening: Regular C.E. 
Untess Don Le is the radio network you use on Hooper reports reveal that all of the shows that 
ie the Pacific Coast, you can’t reach the‘‘outside”’and switched from any of the other 3 networks to Don 
~" ~—" , , : 
4 to write the‘‘inside’’ audience, with combined retail sales of Lee during the past year, received higher Hooper 
ow , Te : 
Ad over 8 Billion Dollars. ratings within 13 weeks! 
Qa 7 ( Pals a a a Don’t forget your interested outside audience— 
that makes . buy Don Lee on the Pacific Coast. Remember: More 
F E gineers are surrounded by mountains 5,000 to 15,000 feet y - , 
ot tn - “—" 
high—and the long-range broadcasting of other than g out of every ro radio families on the Pacific 
. . » . * *. * ’ 
or networks doesn’t reach them. Don Lee has 39 sta- Coast live within 25 miles of a Don Lee station! 
By WM. OTTO’, ‘ 
Chief Engineer baa" tions (compared to the 7, 12 and 8 stations respec- 
Carson Pirie Scott & Co. . ( P 7 ad Example from Special C. E. Hooper Survey 
tively of the other three networks), and every one EUREKA, CALIFORNIA 
“We recently spent $160,000 in converting : 
our store from d-c to a-c operation. The . of Don Lee’s 39 stations is located squarely within seit SHARE OF AUDIENCE 
project called for 10 miles of wiring, more @ Morning | Afternoon| Evenir 
than 400 new motors from 1/6 to 50 hp., | . one of these vital mountain-surrounded markets. 
lots of browsing through ads and bulletins i : Don Lee Station KIEM 98.2% | 98.2% | 67.6 
for installation data. A fourth of our motor ey ‘‘Outside”’ listening is tops on Don Lee. A special 
equipment works by remote control.”’ i - Most popular out-of-town station 0.9% 1.2% | 22.05 


Hooper coincidental telephone survey of 276,019 Other examples to follow 


“My idea of a motor or motor control ad 
that makes pals of power engineers is one 
that tells: what provision is made against 
stalling when an overload burns out a coil 
in one phase; how to regulate speeds when ' 
desired; if control has illuminated push 
button to signal on or off. We're hungry for 
hookup diagrams, hints on maintenance.” 


The Nations Greatest Regional Networ 


*Mr. Otte, dean of Chicago depart- 
ment store engineers, has been a 
POWER PLANT ENGINEERING 
reader and contributor since 1934. 


ENGINEERING 


53 W. JACKSON BLVD. CHICAGO 4, Ut. 
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new Schiedam plant, near Rot-j| being exported to all parts of the| Triple Sec and Anisette. | | Navy and reported their findings 
ihe terdam, which remained in oper- world in Place of the Holland- Capt. H. K. M. De Kuyper, who Navy Ground in the xtc Pte srt bas 160-page hie 
rik tio? until it was looted and dis- made varieties whose manufac-|for years has supervised opera- | 5 = | issue, 
years nal led by the Germans in|ture was _Stopped by the war./tions in the western hemisphere, | Cr@W Cited In | The Navy has ordered 200,000 
“Sj world War II. Until repeal in the|Great Britain, Mexico, Brazil,| says that when the firm of Johs. | . | copies of the special issue for dis- 
a n States, De Kuyper cor-/Panama, Australia and New Zea-|De Kuyper & Zoon was founded Special Issue 'tribution among maintenance per- 
ials were distributed here in|land are among importers of the| in 1695, it was headed by John| ‘Ee : sonnel in all theaters of operation 
imited quantities only, and at a|product. De Kuyper varieties in-|De Kuyper and his eldest son. | ee York, Aug. 21.—To voveni Harry Conover publisher reports. 
1693 fa pric prohibitive for most cordial| clude both “steeped” cordials and| An agreement was made whereby | ‘?° vee work being done by need With special messages from 
ne. Ma love “distilled.” The former include|no one in the future could be-|BUreau of Aeronautics aviation | pear Admirals DeWitt C. Ram- 
as In 1934, in association with Na-|De Kuyper cherry, peach, apri-|come a partner in the firm unless | Maintenance and operational) oo pyorold B. Sallada and L. B 
vha ff tional Distillers, the De Kuyper|cot, and blackberry liqueurs, and| he were the eldest son of a De/|crews, the editors of Aviation Siehnstiends the ; ee searsteailiiis 
> Th ymily established a cordial plant|De Kuyper Creme de Cacao. The|Kuyper. At the preesnt time there | Maintenance, a Conover - Mast} photographs talcan ‘especially ro 
mor, n Jersey City. Today American-| latter include De Kuyper Creme |are five partners in the De Kuy- | publication, covered some 28,000 | A»iation ata ro ‘Navy 
th made De Kuyper liqueurs are|de Menthe, Curacao, Kummel,|per firm. | miles in eight months with the photographers and 33 ° see 
—— |} written on specific phases of the 
'“ground crew’s” work. These ar- 
| ticles deal with the special train- 
ing given Navy men in this group, 
|the problems of servicing and 
|supply, and the myriad details 
|that go to make the Navy a 
|smoothly integrated fighting ma- 
| chine. 
oo oS og a 


McGuire Appointed 


Edward J. McGuire has been 
appointed specialties sales man- 
|ager, midwestern division, Empire 
Box Corporation, Chicago. 


SPEAKING 
OF 
RESEARCH 
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* 
Approximately half the retail sales on the Pacific 


Coast are made OUTSIDE the counties in which 
Los Angeles, San Francisco, San Diego, Oakland, 
Portland, Seattle and Spokane are located. 
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WHAT MAGAZINES 
DO AMERICA’S TOP PEOPLE 
READ AND PREFER? 


Naturally, in America's 
higher-income homes, many 
magazines must compete for 
reading attention. In fact, 

a survey recently made by 
Elmo Roper revealed that fam- 
ilies with incomes of $5000- 
and-more read an average 

of 6.28 magazines. 


So a few weeks ago, a 
blind-letterhead question- 
naire was sent to a cross- 
section of the 1,200,000 
upper income women (average 
income $6656) who read TIME. 
Po) It asked just one question. 


"Suppose you could have only l 
or 2 magazines—which 1 or 2 
would you want above all others?" 

Replies from 450 (457) showed: 


on 


er 


Ae Beets SNe Pe Le ee ee 


Se Se 


Women in TIME-subscribing 

é homes prefer 
TIME above all 
other magazines 
(by a margin of 
8 to 1 over the 
next magazine 
they read!) 


: | Magazine* First Choice 


os | VTIME 255 
' a 2nd Magazine 30 
F : 3rd Magazine 8 
4 4th Magazine 7 
{ 
; Pen 
t, > N): 2. 
. ; . S 
i And TIME is their sy, F 2 
THOMAS S.LEE, President H first-choice by 50 to 1 
LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 6 a over the most popular 
SYDNEY GAYNOR, General Sales Manager [ women’s magazine! 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. i 
Represented Nationally by John Blair & Co : Magazine” First Choice 
Vv TIME 
rarer nscnon — ein t Women Magazi : 
nd Women Magazine 4 
a ¢rd Women’s Magazi: 4 
Pa EME ; ee ; ’ ey 8 ii tg I 4th Women’s Magazir 3 
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Gets Outboard Account 


C. C. Fogarty Company, Chi- 
cago agency, has been appointed 
to direct promotion for the Out- 
board Boating Club of America, 
Chicago. 


Adler Joins Olian 


Harold Alder, formerly with 
the Herbert Bielefeld Studios, has 
been appointed art director of the 
Olian Advertising Company, in 
Chicago. 


DIGEST 


Gives You the Most Thor- 

ough Coverage of the Most 

Fertile Market on the Largest 

_ Page Size at the Lowest 

Space Rate Per Thousand 
in the Automotive Field. 


AUTOMOTIVE DIGEST, Cincinnati 10, Ohio 
(RRR 


B&O Sales Staff 
Told How and Why 
of Advertising 


Baltimore, Aug. 22.—Believing 
that advertising loses much of its 
potential effectiveness unless it is 
well merchandised to the adver- 
tiser’s own staff, the advertising 
department of the Baltimore & 
Ohio Railroad makes certain that 
ticket agents, passenger traffic, 
freight traffic, commercial de- 
velopment, coal traffic and indus- 
trial and agricultural representa- 
tives are all carefully informed 
on the company’s various ad cam- 
paigns. 

Periodically, all of these execu- 
tives get a complete package of 
material from R. C. McLellan, ad- 
vertising manager of the railroad, 
which tells them exactly what to 
expect in forthcoming months, in- 


cludes proofs of ads, complete 
schedules, and some discussion of 
the objective being sought. 


Tells All 


The most recent packet went to 
B&O executives early this month, 
outlining plans for the second half 
of the year in considerable detail. 
Starting with the magazine sched- 
ule, the packet reports that “in 
the past year we have been run- 
ning a series of diversified ads in 
a number of leading national 
magazines. The program for the 
period July to December will be 
as follows: 

“The Saturday Evening Post, 
Nation’s Business, Forbes, United 
States News and Fortune—the 
campaign paying tribute to Amer- 
ica’s basic industries will be con- 
tinued. 

“Liberty and Parade — special 
advertising to, appeal to readers 
of these publications. 

“Pathfinder and Grit—Continu- 
ation of theme on the value of a 
railroad (B & O in particular) to 
the smaller communities. 

“Youth publications [these and 


Reader's Digest. 


A continuing report about the interna- 
tional adventures of the world’s most 
widely read magazine. 


Jungle jumping—the I2 es- 
sentials. Over the Burma jungle an Ameri- 
can bombardier heard in his earphones the ominous 
words, ‘‘Prepare to jump!’ Number 3 engine was 
afire, number 4 was 
smoking, number 2 was 
losing oil and number | 
was beginning to act 
up. The bombardier 
snapped on his _para- 
chute harness, leapt to 
his emergency station. 
Hastily he began stow- 
ing articles from his 
musette bag in the 


crannies of his flying suit. Then all at once the 
danger was passed. The pilot feathered the prop on 
number 3 and the fire went out. Number 4 stopped 
smoking. The crippled plane staggered home on 
two engines. Back at base, a curious crew member 
asked the bombardier what he had stored away dur- 
ing those grim moments. Silently he unloaded. 
First from his pocket came chocolate bars; then 
K rations, a toothbrush and paste, a roll of toilet 
paper, a towel and soap, a pocket-knife, flashlight, 
first-aid kit, sun glasses and the June Reader’s 
Digest. “Just a few things I thought I might need,” 
he said. “Those woods looked mighty tough.” 


More about the President’s 
desle. The late President Roosevelt was noted 
for his facility in meeting the leaders of other na- 
tions and making them feel 

(ZB at home. An interesting ex- 
\ ample of his thought- 


/[ es 
Wika: 


fulness in even the small 
details has recently come 
to light. On one occasion 
he was visited at the White 
House by Prince Feisal Ibn 


Abdul Aziz, son of King 
Ibn Saud, Viceroy of the Hedjaz and Minister of 
Foreign Affairs for Saudi Arabia. As Prince Feisal 
shook hands with the President, he noticed a la- 
miliar object lying casually on the President’s 
desk. It was a copy of Al Mukhtar min Reader’s 
Digest—the Reader's Digest in his own language, 
Arabic. 


READ BY THINKING PEOPLE 


Before and after. We are told that 
one of the most effective devices of the advertising 
copywriter is known as the “Before and After 
Technique.” hf this be so, we need look no further 
for our next advertisement in Guatemala than the 
following words from Sra. Arcentina Diaz Lozano 
of 3 Avenue Norte 411, Ciudad Guatemala, C.A.: 
“Once I wrote in a pedantic, flowery style. But in 
Selecciones (The Spanish Reader’s Digest) I dis- 
covered a new model to follow as a writer: a style 
based on simplicity, conciseness, human interest. 
The result? Last year I won first prize in the Latin 
American Novel Contest sponsored by Farrar and 
Rhinehart.” The title of Sra. Lozano’s novel is 
“Enriqueta and I.” 


“Allow me to be the first—°° 
Thomas Kernan, former publisher of Vogue in 
Paris, and author of several Saturday Evening 
Post articles, on his re- 
turn from internment in 
Baden-Baden, recently 
had an article condensed 
in the Reader’s Digest. 
After the article appeared 
in the United States, Mr. 
Kernan, flying from Eng- 
land to France, landed in 
Normandy. A mechanic, noticing Kernan’s name 
on his luggage, sauntered up with an open copy of 
Reader’s Digest. “Say,”’ 
Kernan who wrote this article?” This was the first 
time Mr. Kernan knew his article had appeared in 
the Digest. 


he said, “Are you the 


Letter of the month—From a Sal- 
vador reader of SELECCIONEs, the Spanish edition, 
“IT have never thought of buying a lathe, or an 
airplane, or a tractor, but if I don’t read the adver- 
tisements in SELECCIONES [ am not satisfied. They 
have a personality all their own.” 


idvertising is accepted in the Arabic, Finnish, Spanish, Por- 
tuguese and Swedish editions. Reader's Digest International 
Editions, Inc., Pleasantville, New York, Chappaqua 100. 


Interndtional Editions of 


as 
Readers Digest 


ALL OVER THE WORLD 


Parade and Grit are being used 
for the first time] — American 
Girl, Boy’s Life, Open Road for 
Boys, Young America — Adapta- 
tion of the ‘youth’ series published 
last year in the on-line com- 
munity newspapers and specific- 
ally selling boys and girls on the 
value of railroads to their future. 

“Editorial publications — Editor 
& Publisher, American Press and 
Publishers’ Auxiliary — informa- 
tive messages directed to news- 
paper publishers, editors, feature 
writers, columnists and reporters 
who are readers of these publica- 
tions. 

“Traffic World —this campaign 
is to keep traffic managers in- 
formed as to B&O’s activities in 
their particular field. 

“It will be noted from the type 
of magazines on the schedule that 
practically all classes of readers 
are being reached —top manage- 
ment, the mass market, small 
business and financial.” 


Coordinated Effort Continued 


The message then discusses co- 
ordinated newspaper advertising 
in large cities, and says: 

“You have been advised from 
time to time of the campaign 
which the Baltimore & Ohio, and 
other eastern railroads have been 
conducting in newspapers 
throughout the eastern territory 
dealing with the war effort. For 
the seventh series completed the 
last of May, in addition to the 
war effort theme we endeavored 
to promote in the public mind the 
progressive character of the rail- 
roads and confidence in their fu- 
ture—to build good will for the 
railroads to meet the competitive 
situation after the war. 

“The eighth series will start the 
week of Aug. 13 and will continue 
for 12 weeks. The ‘progressive’ 
theme will be continued where 
possible but, because of the pres- 
ent railroad situation, the adver- 


Advertising Age, August 2 1945 
tising will endeavor to ‘con ditio, 
the public to the fact that 4, 
railroads’ new job is even mon 
difficult than it was during 4, 
past several years.” 7 


How On-Line Papers Are Useg 


Discussing the use of cc 
ity papers in smaller Line 
cities, the B&O officials are tolq: 

“A new series of newspape 
advertisements started the weg 
of July 23, and will continue ung 
the end of 1945. The new cap. 
any previous Baltimore & (hj 
community advertising in that th 
illustrations are of the cartoo 
type by Don Herold, author ay 
illustrator of the folder, ‘Here Sh, 
Comes,’ recently distributed. y, 
believe these advertisements yj] 
attract considerable attention anj 
will appreciate it very much } 
you will advise us of any publi 
reaction or comments that migh 
be brought to your notice. Th 
campaign is running in 261 daily 
and weekly newspapers in 19) 
towns. 


Builds Good Will 


“While we are not at present ad. 
vertising service, nor is the ap. 
peal designed to create traffic, a 
the same time the advertising we 
do now is building a backlog of 
public good will for the peace 
days ahead when business return; 
to a competitive basis.” 

Enclosed with this information 
are proofs of the various ads, an 
a complete schedule of all adver. 
tising. 

Richard A. Foley Advertisin; 
Agency, Philadelphia, handles t! 
B&O campaigns. 


Joins Burton Browne 

John C. Drake, previously with 
the sales promotion department of 
Station WIS, has joined the copy 
department of Burton Browne 
Inc., Chicago agency. 


15 Years on 


Mr. Ralph Caplan, Man- 
f ager of Kay Jewelry Com- 
pany of Peoria 


Helps Build a Steady, Prosperous 
Business for Peoria Jeweler 


For the past 15 years, Kay Jewelry Company of Peoria }. 
continuously sponsored programs over WMBD. Tod 
Kay’s is one of Peoria’s leading jewelers. Mr. Ralph Caplan» 


| Manager of Kay’s says: “Our steady use of WMBD has ped 
| generous dividends, year after year.” 


know this market best. . 
WMBD packs 
influence in 
area! 


sales 
Peori- 


ai BD 


Member CBS 


WMBD’s popularity with local merchants . 
. is a tip-off to national advertis: 


.. the men w'io 


FREE & PETE 


National Rep: 
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‘“t He made a New York delicatessen 
famous the world over 


“‘@e@e And another pound of that good mayonnaise your wife 
makes, please. I certainly do envy her that recipe.” 


Customers were always saying that to Richard Hellmann in the 
early 1900’s. The mayonnaise his wife made was just about the 
most popular thing he sold in his little delicatessen on New 
York’s Columbus Avenue. People certainly liked it. 


They liked it so much that in 1912 Hellmann gave up his 
grocery and started manufacturing mayonnaise. 

Hellmann’s Mayonnaise soon became widely famous. The 
quality of the mayonnaise itself, and the powerful national 
advertising which made it one of the most trusted, most wanted 
brands in the country, built up a huge demand for it as the years 
passed. More and more Hellmann’s Mayonnaise had to be pro- 
duced. The price dropped from about $1.00 a quart (in the 
twenties) to about 59¢ today. 

The real importance of this success story, of course, is how 
Hellmann’s brand advertising benefited ws. It made American 
housewives appreciate quality mayonnaise. It made them want 
Hellmann’s. It brought about mass production that pushed the 
price of Hellmann’s down, down, down through the years. 

Brand advertising consistently saves your household money. 
Canned soup once cost 25¢—nationally advertised quality soups 
now cost 10¢. Nationally advertised bathing suits averaged $25 
once—just before the war they were $4.95. Electric refrigerator 
prices slid from $310 to $130 in fourteen years—electric washing 
machines from $154 to $69. Gasoline for your car costs 40% less 
now than in 1925. 

You couldn’t get along without the savings and comfort you 
get from brand-advertised products. If you think so, try it. You 
probably won’t try it long. 
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. It happened to PHILCO 


FREE REPRINTS OF THESE STORIES OF “WHY AMERICA’S GREAT” 


\\ Philco has done a great job of brand $167.50 in 1928, $9.95 in 1941 This series of newspaper and magazine advertisements is 
. advertising radios into America’s pr ar bli rvice by Fawcett Publications, I 
J homes. The demand created by radio VN ee ee ee K t r f » fs 
' ( : tar akay . : Mh N4) 295 Madiso nue ww York 17, N.Y. Write for free proois, 
TE IN brand advertising has brought about -— TE Kee WY \ Sen Seen ' 
ppresontabve the mass production which made it | : NV 4 
P “oa 4 =; , 
possible for you to get a radioin 1941 nO AD RY ; = \ 7 TOD ITT ‘ATTONS. IN cs 
for less than a fraction of what you ae @ ; ace = FAWCETT PUBLICAT!I ichiali : 
paid in 1928! SSS Ee |“ a 4 ‘ , Se ‘IERS OF 'THLY MAGAZINES 
SKSEaSzRa | WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINE 
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Meck to Start 
New Distribution 
Plan Next Month 


Plymouth, Ind., Aug. 22.—To 
inaugurate its novel postwar dis- 
tribution technique, John Meck 
Industries Sales Corporation ex- 
pects to ship a radio and a pro- 
motional kit to every one of its 
dealers within the first two weeks 


DEALER NEWS 


Weekly Automotive Newspaper 


in September, Henry A. Hutchins, 
president, said last week. 

The program, Mr. Hutchins 
|said, was worked out as part of 
|the company’s plan to be “first 
|in the field with a real sales pro- 
motion plan and to be first with 
follow-up deliveries and _ sales 
procedure.” 

The shipment, to be sent by 
air express and fast mail, in- 
cludes a five-tube AC/DC super- 
heterodyne plastic cabinet table | 
model that is expected to list for | 
less than $20, and a package of 
advertising material that contains 
a ribbon display piece for win- 
dows, streamers, posters, folders, 
mats, publicity stories, price tags 
and dealer order blanks. 

The radio, named the “Trail 
Blazer,” is the first production of 
the company. It is expected that 


Greatest PAID Circulation Coverage in 
World's Greatest Automotive Market! 


Main Office—112 W. 9th, Los Angeles (15) 
San Francisco (5), 681 Market 


| the 
ition, to be held Sept. 


dealers will take the sets and} 
advertising material and plan full 
window demonstrations with 
them. 
NPA Meeting 
to Honor Lucas 

A testimonial dinner in honor 


of George C. Lucas will be held 
as part of the annual meeting of 
National Publishers Associa- 
18 and 19 
at Rye, N. Y. Mr. Lucas is re- 
tiring Sept. 30 as executive vice- 
president of the association after 
23 years’ service. 

A discussion of the problems 
of the publishing industry, includ- 
ing the paper outlook and a dis- 
cussion of the postal situation 
will be held on the morning of 
the 19th. Golf and tennis tour- 


naments will be held both days. 


First Hoover Ads 
on ‘Model 27' 
Omit Pictures 


North Canton, O., Aug. 21.— 
Announcement that the Hoover 
Company has begun limited pro- 
duction of vacuum cleaners, 


and that its first new cleaner will 
be a new, improved Hoover Model 
27, is made in a full-page ad run- 
ning in the current issue of Life. 
The same announcement will ap- 
pear in Sept. 1 issues of Collier’s 
and The Saturday Evening Post, 
in the September Cosmopolitan, 
the Sept. 18 issue of Look and in 
the October issue of American 
Magazine. The initial insertion 


What advertising medium 


gives you... 


\ She spoken word of radio / 


45 


of movies 


the dramatic action 


) 


ES. only 
ING combines all three .. 
tising message real power! 


listenership ... available right now! 


your product is shown in its best | 


actual use. And you can choose up to 1] 


for local, regional or national coverage. 


MOTION PICTURE ADVERTIS- 


. gives your adver- 


What's more, everybody gets all your message 
in the movies. That’s 100° attention . . 


In just one movie minute your entire sales 
story is told by professional actors... 


tres strategically located throughout the country 


we right NOW? 
ONLY MOTION PICTURE ADVERTISING! 


WANT TO KNOW HOW? 


e Leading local and national advertisers are mak- 


ing new sales and profits through low cost 


. 100% 


while 
ight... in 
1,000 thea- 


a 


ning, script-writing, 


S-A-L-E-S! 


honest, quality service 


motion picture advertising. This remarkable 
3-way medium can work for you! 

You use motion picture advertising with the 
same ease and certainty you expect from other 
major media. We take 


care of all details... plan- 


shooting, scheduling, etc. 
e Our thirty years’ experience guarantee you 


... the kind that spells 


DROP US A LINE AND WE'LL SHOW YOU PROOF! 


But write today! A three-cent stamp may well 
be a tremendous investment in your future. 


MOTION PICTURE ADVERTISING 


SERVICE CO., INC. 


Home Office: 1032 Carondelet St., New Orleans 13, La. 


Eastern National Sales Office: 
70 East 45th St... New York 17, N. Y. 


UNITED FILM SERVICE, INC. 


Home Office: 2449 Charlotte St., Kansas City 8, Mo. 


Western National Sales Office: 
333 No. Michigan Ave., Chicago 1, Ill. 


the 
first it has made since April, 1942, 


Advertising Age, August 27. jg 
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“The Mew 


HOOVER CLEAN 


rusted spsanitit 


THE HOOVER 


COMING—The Hoover Co., N. Cap. 
ton, O., announces production in this 
page scheduled in black and white fy 
the Aug. 27 issue of Life. Color copy 
will appear later in American Maga. 
zine, Collier's, Cosmopolitan and Life 

through Leo Burnett Co., Chicago, 


does not picture the new mode] 
except to show the handle. The 
company asserts that Model 2 
will provide for “instant conver. 
sion,” permitting housewive 
quickly to convert the Hoove 
from a rug cleaner to a Cleane 
for draperies, bare floors and 
other surfaces. 

Full-color illustration of the 
new model will first appear in a 
ad scheduled for Life on Sept. 2 
to be followed with two othe 
full-color insertions in Life’s Oct 
1/15 and Nov. 19 issues. 
| Ads emphasizing Hoover serv- 
ice rather than new models, wi 
run this fall in American Hon 
Better Homes & Gardens, Go 
Housekeeping, Ladies’ Home Jour- 
nal, Parents’ Magazine and Th 
Saturday Evening Post. Such en- 
phasis results, according to L. P 
Corcoran, advertising manager 
from the fact that there will be 
only limited production of the 
cleaners this fall, and that there 
will be a continuing place for en- 
phasis on the repair service even 
after production gathers mo- 
| mentum. 


| Hudnut Promotes Noto 


Hudnut Sales Company, Ne 
| York, has appointed Arthur Not 
| assistant sales manager. Mr. Not 
| joined Hudnut 14 months ago 4 
| assistant to the president and t 
|\the general sales manager, fol 
lowing a five-year period in tht 
|New York sales department 
| William R. Warner & Co. 


ase Angeles 


FOR WESTERN 
DISTRIBUTION 


Just fly us the copy, layouts, m: 
or plates. Save time and mor 
by having newspaper circula 
advertising material, publi 
tions, western editions produc 
in the West on modern, fast 
tary presses .. . black, color 
process colors on newspr 
Write for samples and prices 


Rodgers & 
McDonal« 


Publishers, Inc. 
Rotary Printing Specialis 
2621 W. 54th Street 
Los Angeles 43, Calif. 
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ES| iGHTED derricks are a familiar 
sight in Oklahoma, where ap- 
proximately 625 drilling rigs op- 


erate night and day to drill the 
wells that produced close to 125,000,000 barrels 
of oil in 1944. In addition to the major oil 
producing companies, 79 drilling contractors 
operate out of Tulsa. This means a vast group 
of highly trained employees who spend their 
better-than-average incomes in the Magic Em- 
pire ... who constitute a rich and concentrated 
market for YOUR product when you TELL and 
SELL them on its merits through the pages of 
the Newspapers THEY READ: 


OliL CAPITAL NEWSPAPERS 


, TULSA WORLD # £TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY @ REPRESENTED NATIONALLY BY @ THE BRANHAM CO 
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Two Appoint Chason aa gpl — with the Mon- Company declares that with but)roaster. The water heate: jp, 
Widnes Mitnitrlon sniaisbaniunes real office: of Stevenson & Scott. 0 ies. five exceptions, all models are the | most complete, with six 

of photographic accessories, and L kH d D same as their prewar predeces-|At this time it has not 

Practo Instrument Company, spe-! Laverac eaas pevenepanl sors. to produce sun lamps. 
alis st orec t I yV ak > sli , . ‘ 

appointed Herbert Chason’ Com. | 4,J0tn, W, Laverack, vice-presi-| Models for First iaadinek He ean io eed co) 9 ee oon 

: 0 1S S yn | 

pany, New York, to handle adver- nal and ireasurer of the amp | the company’s dy orion to speed the | Mr. Pritchard emphas 

— a, Park, Mass. has been elected 


schec 

output of appliances, according to | Present production sc 
| President, succeeding Clarence = Postwar Output C. R. Pritchard, general sales | Subject to change, with ; 
Joins Gibbons bye Briey Pn ges ye | manager of the GE appliance e | | ity of materials, factor 
S. M. Johnston, recently re-/tor. Mr. "Benter will nical direc: Bridgeport, Conn., Aug. Seen eae ia ageing cchagigaet a eae oe prrsad re fe oe 
ae agi a el ; ; : " say abor as determining fé 
leased from the Royal Canadian|on research in the field of techni-|®2M0uncing its list of electrical) plans to produce one style va . —— 


a Force, has joined the Regina,|cal coatings for power and me- | appliances to be offered to ord Pike three refrigerators, three| Production plans for GE 


Sask., staff of J. J. Gibbons Ltd.| chanical operation equipment. |public shortly, General Electric|ranges, three ironers and one | pliances, the number ol 
‘and probable time wi! 
models will be in product 

| lows: 
: Probsa ile ; 
Number when (rst yy 
of els will by 
| Appliance Models Prod uctic 
| Refrigerator ..... nt eee 3 
: | Home freezer.....1 
ag fa ce I cc atta’ 7 
Water heater...... 6 
, fara a ts : 
Dryer ...... Sat ogee © 
Flatplate ironer...1 ith q 
Rotary ironer.....2 
Dishwasher i ith q 
bo | rs | Ist q 
Storage cabinet..Com. line 
| Iron iret ee 4 me 
| Mixer  ouw eae 4th qu 
Toaster F ove fth qu 
OS a ] ith q 
| Coffee maker......4...4thq t 
Waffle iron.... “—- {th quart 
RANGE (2 chacteiasaceced 2 tth qi ‘ 
Portable heater...2 ..-In prod 
meating nad... ivedss% Se 
Heat lamp......ee & . Sep 
Sacre rr Vee 
a hs oo ag 06's o alee eee In produ 
a Automatic blanket.1.... Sept 


ONE. inka weeen 4...4th quart 


‘ . . 
Republic’ Joins Metro 
Effective with the Jan. 6 
issue, the Phoenix Republic 
comes the 44th member 
Metropolitan Group’s nat 
newspaper network. The R¢ 

| lic’s Sunday color comic 
| will be available to adve 
}as an optional addition to 
| Metropolitan’s basic group 
|also as one of the units in the 
|paper Metro-Pacific Group 


te | — 

s ‘New Germicide Ready 

4 | Nash & Kinsella Labor: 
Inc., St. Louis, maker of _ insect 
cide screen paints, has annow 

<4 | the availability to civilians 

S |a new insecticide powder us 

ae 'for fly-proofing and bug-pro 

a | rooms, basements, barns 

3 business establishments. Wesk 


Spcpsaeeete are eee ease. oe 3 |K. Nash Company, St. Louis 
ees | agency for Nash & Kinsella 
Miller Agency Moves 


M. Glen Miller, Chicago age 
has observed its 15th annive 


YOU SAID IT, BROTHER! A NATURAL pga tegen an 
ANY WAY YOU WANT TO LOOK AT IT 


>k Jim, the account exec, Bob the art director and Pete the production manager were in a | GET THE 
huddle. . . . Sez Bob, ‘‘Here’s the first of Duzit’s new kodachrome series. Isn't it a honey? | CLIPPINGS 


Will that knock the dear public into a tail spin, or will it? | ask you.” ... ‘Yeah. Sure. Sure | 
News Items—Pubiicity 


—Retail Dealer Ads— 
those lavenders and greens. Pale tints smack up against heavy color ... and deep yellow Editorials. We read 


it will. Duzit’s nuts about it, but he says it’s so darn good you can’t reproduce it. Look at 


and blues at that! And there’s a gob of almost pure red, too. It sure is a knock-out, Bob, 5,000 Newspapers an¢ 
Magazines. Each Clip 
Mounted on Slip 
Showing Name— ate 
looked worried when he said it. .. . Up spoke Pete. ‘You aren't kidding. It’s a tough assign- —Circulation of Pub: 
lication 


and that’s the best carbro | ever saw .. . but who the this 'n that is good enough to make a 
set of four colors that'll reproduce it on the paper we're getting nowadays?” .. . and Jim 


ment, all right. But it’s a natural for the guy I’m thinking about... and that makes it a 


natural for Duzit. This Joe knows color reproduction as if he invented it . . . and he’s 


got an organization that eats it up. I’m going to get Rogers over here right now.’ 


"This wos repeated to us by ‘'Bob.”’ 


D otens ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING e Adolph F. Buechele, President 


2001 CALUMET AVENUE ° Phone CAL 4137 ° CHICAGO, ILLINOIS 
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Rent K Yes sir, in a way it is... but, remember 
this ... MORE men in the oil industry READ “The Oil 


tro 
By and Gas Journal’ EVERY week than any other oil 
r of 
a publication... AND YOU CAN PROVE IT AT OUR 
ver EXPENSE! 
n th 
e PICK UP TO 500 NAMES . . . from YOUR OWN list of cus- 
-ady tomers or prospects . . . ASK THEM by letter which oil publication THEY READ . . 
tins which oil publication THEY LIKE BEST . . . and “The Oil and Gas Journal’? WILL PAY 
sige THE COST OF YOUR SURVEY. 
os 
Phe THEN . « « look at the ABC statements of oil publications for . 
r DIVISIONAL coverage . . . GEOGRAPHICAL coverage .. . OCCUPATIONAL coverage 
ges (the men you want to sell) . . . and YOU will find ‘‘The Oil and Gas Journal’’ will carry 
ni , your advertising message to MORE people in the RIGHT places. 

THEN . - test the results of YOUR 
- own survey and the ABC figures 
> by supplying one of YOUR new equipment 
35 items to ‘‘The Oil and Gas Journal's’ NEW 
J EQUIPMENT DICEST (also to all other oil 
ublicity publication sections of a like nature) 
» Ads— and the replies you receive will prove to 
e read you “The Oil and Gas Journal” IS READ 
ers _ by more men in the oil industry than any 
eh a other publication in its field. 
— (ate 
of Pub: 


you like others 
are bound to say, 
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Advertising Age, August 2. It 

; ® exceedingly low prices which the|dry, often free; shoe repairing,| gallons of ice cream every ge, 

Growers Reject Prune Nav Shi Stores service stores charge. tailoring, photography, tobacco,| minutes, are now in the Pocify. 
Promotion Program In a typical month, for instance,|ice cream, candy, tooth paste, The ship’s store does a lig, 3 
A proposed three-year market- sil Navy personnel buys 55,800,000|razor blades, cigarets, soap, | business on all types of cra‘t, 7, a 
ing program for prunes, which packages of cigarets; 31,750,000 | watches, items of uniform and|store on the battleship Texas 4, a 

would have included financing an Do Half Billion candy bars; 576,500 tooth brushes; | postage stamps. instance, will gross $13 29 , 


advertising and sales promotion 
fund, has been rejected by Cali- 
fornia prune growers. Less than 


Annual Volume 


108,000 cigaret lighters; 5,800,000 
bars of toilet soap and 255,400 


800 Items on Standard List 


month; the cruiser Augus'a, 9. 
288; the destroyer Farenh. it ¢). 


20% of the producers returned packs of playing cards. In all there is a standard list of 274; the carrier Phoenix 38,9 3 4 
ballots and, of those voting, 63% 800 items compiled by the Navy’s the transport U. S. Grant $1075 ; 5 
opposed the program. 5,500 Stores Maintained bureau of supplies and accounts|and the fleet oiler Che mun, 


The preferred source 
of daily business news 
for management men in 
the nation’s greatest 


Huge Quantities of 
Goods Sold at Low 


Price to Personnel 


Washington, Aug. 22.—An in- 
dication of where the cigarets, 
candy and playing cards have 
been going in recent months may 
be had from a report on Navy 
“ship store’ sales, compiled by 


Altogether Navy maintains 5,- 
500 of these “retail stores,” at 
least 85% of them aboard ships 
or at overseas bases. Designed to 
be non-profit making, they never- 
theless had a $38,000,000 surplus 
last year, which went to popular 
morale functions such as movies 
or free magazines. 

The ship’s service store, fabu- 
lous to civilians for reputed price 


for ship stores, but the Naval sup- 
ply depot at Pearl Harbor car- 
ries 1,400 items, and the supply 
depot at Oakland can _ provide 
1,200. 

Probably the most popular 
single item is ice cream, either 
plain or adorned with syrup or 
nuts, Navy reports. Sold in paper 
cups, substantial servings go for 
10 or 15 cents. 


$2,500. 

The U. S. Naval Station , 
Samoa has sold $208,000 we rth » 
goods and services in one ‘non 
and the Naval air base at Guaj. 
alcanal $55,000. 

When women joined the mij. 
tary forces, demand for brang. 
name cosmetics from girls ove. 
seas nearly swamped the purcha:. 
ing office in San Francis 


industrial area— Navy’s office of public relations| miracles, and abundance of scarce lee C B Wave officer was assigned to the 
the Central West. | this week. items, was established to provide oe Cream Darges job of getting the proper Powe 
| Annually, it was revealed,|goods and services for fighting| Demand for ice cream for small puffs, rouge, nail polish and othe 


slightly more than 4,000,000 Navy, 
Coast Guard and Marine men and 
women are spending more than 
half a billion dollars for ship 
store items, and this sum at the 


men which the neighborhood 
shopping center provides for the 
folks at home. 

A few of the services it pro- 
vides include haircuts and laun- 


ships recently prompted supply 
officers to design an “ice cream 
barge” which can be attached to 
the Pacific fleet. Eleven of these 
barges, capable of making 10 


Tr YOU DO- 


WITH CE 


FAS eg ARRTS 
ahaeres 


LLULOSE FIBRE 


Ee SR 


feminine needs. 
Carry Magazines 


Beyond the continental limi 
of the United States, ship’s store 
are permitted to carry speci 
items which may not be availa) 
at home. Among them are ele. 
tric irons, hot plates, person 
size radios, golf and tennis bal] 
Overseas ship’s stores also han¢ 
beer and ale for consumptio; 
ashore, 

Among the most recent add. 
tions to ship store inventory a 
a wide variety of current mag:. 
zines, complete with advertisin; 
Shipped out by fastest availa 
transportation, they are some. 
times sold at regular newssta 
prices, or other times they 
purchased from _ ship st 
| profits and distributed free. 

Other uses for ship store profit 
include athletic gear, phonogra 
| records, parties, free candy, be« 
cigars and emergency loans f 
crew members. 

Ships store officers receive spe- 
cial training in salesmanship ar 


services at a training center ; 
Bayonne, N. J. Emphasis is 
|modern merchandising, _ service 


and low prices, Navy says. 


Miss Guehring Back 


Margot Guehring, who has bee! 
in the Wac_ public relati 
branch for 18 months, has 
| joined Sales Affiliates, Inc., as a:- 
| sistant to the general sales mai: 


|ager and sales promotion manag Let’s 
|of the company, which distribut 
|Zotos, Marinello cosmetics a abou 
Loxol Extra. 
. Let’s 
Appoints O’Connell 
| Great Lakes Mink Association possi 
: Lake Geneva, Wis., has appoint 
. %9 . the R. T. ef oon ny Compat Just P 
New York, to handle a campalg 
| Your Own “Big Push” Starts With Paper of color pages im fashion Tamil ip 
zines. Business publications wi! if you 
also be scheduled. : 
__@ office 
; , , : ; aque thicm 
When all the guns stop firing—then _ color orin sparkling black and white. yr " be 
° ° 4 r 
comes the big push for business. GREENWIC while 
Oxford, as always, will have the CONN. (Pop. 34,000) Rudc 
Large companies grown larger, and —_ quality commercial papers for these LEADS hone 
small companies grown big, will seek _ particular purposes, backed by good 4 


to expand their activities in various 
directions so that they may hold 
their place or even gain in stature. 


Paper and printing will open new 
markets for old as well as new prod- 
ucts—will educate new dealers and 
their sales staffs—will introduce and 
esta lish amazing postwar innova- 
tions—will help to seed and nurture 


a new peacetime prosperity. pemminnsnenaneones 


paper daily for many years has taught 
us many useful lessons. Continuous 
research in getting the most out of 
cellulose fibre, and meeting paper 


to users of fine printing. 


ee --~- 


counsel in their uses. 


Making a thousand miles of quality 


problems since 1900, give us a fund 
of experience which can be fruitful 


OXFORD 
PAPER 


COMPANY 


230 Park Avenue. New York 17,N.Y. 


MILLS at Rumford, Maine and 


126% Greater 


Per Capita Buying Income 
than the U.S. Averag: 


Greenwich .. $2,499 


Pid te 
U.S. $1,103 

(Source: Sales Management) 
Peace or War, Prosperity or | 
pression, this enormous Buy f 
Power is NORMAL for Greenw: '- 
Here is a market that stands 
“test of time.” 


This “A” Market Deserv: 
an “A” Schedule 


e 7 

} 
1 Greenwich Tim 
AN A. B. C. NEWSPAPER 
Often called “The Best Subur 
Daily Newspaper in America 
Nationally Represented By: 
SMALL, BREWER & KENT, | —p 

250 Park Ave., New York. why 


Phone Wickersham 2-8383. : z 
| =e * 


Included in Oxford’s line of quality print- 
ing and label papers are: Enamel-coated 
— Polar Superfine, Mainefold, White Seal, 
Rumford Enamel and Rumford Litho 
C18; Uncoated—Engravatone, Carfax, 
Aquaset Offset, Duplex Label and Oxford 
Super, English Finish and Antique. 


Again the right paper for the job will West Carrollton, Ohio 


WESTERN SALES OFFICL: 
era of quality paper for fine catalogs, 35 East Wacker Drive, Chicago 1, 1! 


brochures, booklets, folders and 
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be important. For this will be the 
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training books — printed in exciting 
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Let’s forget the tens of millions of dollars that the news lineage 
about him would have cost had it been advertising lineage. 


Let’s even ignore the fact that no advertised brand could ever 
possibly have afforded such a sum of money. 


Just concentrate on who he is. You’ve an extraordinary memory 
if you can remember. Test it on the people right in your own 
office. See if they can identify him. Help them a bit. Remind 
them he double-crossed his boss; or that he flew to England a 
while back. Got it yet? Right—the gentleman on the left is 
Rudolph Hess. And the moral of all this is that if YOU and 
those around you couldn’t identify so famous a character— 


Outdoo 


how well could the general public remember less famous names 
—brand names that have thinned out or ceased their advertising. 


Not well! 


Leading national advertisers recognize the fact that our ‘‘for- 
gettories”’ are a lot better than our memories. That’s why they 
continue their advertising —keeping their valuable hold on the 
public memory even through periods of shortage and change. 


And, equally important, they choose to maintain their brand- 
names among the class-and-quality audiences, the great sports- 
man audience who read Outdoor Life or Field & Stream. For 
they’re spenders, the men of means and influence in their 
communities. They find it no effort to spend the 25¢ per copy 
for these magazines of their choice—or, for that matter, $225.00 
for a reel that catches their fancy. Good spenders and quick to 
spend, farsighted advertisers see them not only as a great market 
today—but an even greater audience—postwar—when 
millions of men who’ve learned to live in the out-of-doors and 
to handle a gun will join the class-and-quality set who read 
Outdoor Life or Field & Stream. 
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|charged by the Department 
| wide borax monopoly have been 
|fined a total of $160,000 by the 


6 U.S., British 

Borax Firms Lose 

« | federal district court here. 

In Monopoly Case The fines were assessed after 


San Francisco, Aug. 21.—Six|the defendants entered pleas of 
companies and 10 _ individuals | nolo contendere, assertedly refus- 
ling to contest the government’s 
| actions because of the pressure of 
Be : | reconversion problems. The court 
| assessed maximum fines allow- 
| 


adie under anti-trust laws; 
stripped British interests of valu- 
| able properties in California, 
| where about 95% of the world’s 
| borax supply is found, and per- 
|manently enjoined the companies 
land their officers from conspiring 
to control markets and fix prices. 

Wendell Berge, assistant at- 
|torney general and head of the 
| justice anti-trust division, asserted 
|that the decision will allow new 


DAVIDSON PUBLISHING CO., CHICAGO companies to enter the borax field 


j ,|and will enable domestic custom- 


“the little magazine 
with the big audience” 


of|to compete with them in both do- 
| Justice with maintaining a world-|mestic and foreign markets. 


Defendant companies were 
Borax Consolidated Ltd., Oxshott, 
England; Borax & Chemical Ltd., 
London; American Potash & 
Chemical Corporation and Three 
Elephant Borax Corporation, both 
New York; and Pacific Coast 
Borax Company and United 
States Borax Company, both Los 
Angeles. 


LeTourneau to England 


R. G. LeTourneau, Inc., maker 
of heavy earth moving equip- 
ment, will establish a branch fac- 
tory in England at an early date 
under the direction of Brig. W. E. 
R. Blood, who has been in charge 
of the headquarters of the British 
Army Engineers at Washington, 
D. C., during the war. Maurice 
Foote, now superintendent of the 
LeTourneau plant at Peoria, will 
be plant manager of the new 


iers of the defendant companies | branch. 


‘Cotton Insulation 


Makers Increase 
Ad Budget 35% 


Memphis, Aug. 23.—A 35% ex- 
pansion of their joint advertising 
program for 1946—with all the 
added expenditure to go into con- 
sumer magazines—has been an- 
nounced by the Cotton Insulation 
Association and the National Cot- 
ton Council. 

The decision to expand the 
drive was taken following a two- 
day meeting in Cleveland of cot- 
ton insulation manufacturers who 
expressed complete satisfaction 
with results of the joint ad cam- 
paign since it was initiated last 
fall. The campaign has included 
full-page insertions in a long list 
of trade publications reaching ar- 
chitects, contractors and building 
supply dealers; 112 to 158-line ads 


ork ...0n a production line! 


Time-scheduled, sows produce two litters per year. 


Farmers bring farrowing lots closer to the house, shorten chore 
routes, drop dead-end trips. Portable tank wagons and pipe lines 
cut watering hours. Strategic storage, proper equipment, cribs 
on wheels and portable feed houses cut preparation and 
handling of the 60 tons of feed needed for 100 hogs. Overhead 
bins avoid lifting, shoveling. Better methods bank minutes. 

Higher efficiency fattens hogs faster, salvages average 


loss of one per litter. Man hours per head, cut from 7 to 


1.7, Saving seven work weeks per year per hundred hogs! 
And 25 steps a day saved is 5 miles per year. 
“Chore Clinics for Hog Raisers”... in the 
September SuccessFUL FARMING will be a revelation 
to the non-farmer of the revolutionized industry 
of farming, stresses the vast market for labor 
saving machinery, opportunities for inventors, 
manufacturers, salesmen... may change your 


ideas about the farm market and its future! 


Time-studied, the transition of piglet to 225 Ib. 


porker has been eased with factory procedures. 


Electric fence is hired man! With Martin Knickle’s helper in service he uses an electric fence 


asa helper to fence temporary pastures and keeps cows content to stay home. 


Phooey on 99.9% Pure! . . . Because only 0.1% of Canada thistle in 99.9% pure forage seeds 


can grow 2,400 weeds per acre, smart farmer George Nelson gets the Nebraska State seed analyst 


to do his stuff, saves labor and increases crop with the real McCoy! 


Also... Pasture-Forage-Livestock . . . “Where, Oh Where’s The Feed?” . . . 


Peace—Boom or Bust . . . Successful Homemaking . . 


j 


of farm living. Ask the nearest SF office . 


¥ New York, Chicago, Atlanta, San Francisco, Los Angeles. 


. and a dozen articles of 
/ significance make the September issue of SF required reading for advertising 
/ men concerned with new customers to absorb new production capacities, and 
new opportunities for volume sales . . . suggest new exploration of the best farm 
market found in the more than a million SF subscribers segregated in the 
thirteen Heart states, New York and Pennsylvania—business farmers with the 
largest investments, yields, cash incomes, profits, savings and the highest standards 


.. SUCCESSFUL FARMING, Des Moines. 


Advertising Age, August 27. jgu. 
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in home improvement ma; 
and booklets for home own rs ,, 
the quality of, and methods , 
using, cotton insulation. 


Check on Ad Respons: 


That the advertising in boy 
trade and consumer publication 
has directly increased sales hp 
been proved, the manufacture, 
believe, by weekly tabulation , 
inquiries received by the a-socia, 
tion in response to the ads. Ty 
listing of responses, con‘ ining 
names, business classification ap 
other information about inquijy. 
ants, is sent to each of the many. 
facturers, who follow up by maj 
or with personal calls by sales. 
men. 

T. D. Cole, president of the as. 
sociation, commented that “wit, 
such a system, we not only knoy 
that our advertising is paying of 
but we know about what to ey. 
pect from the expansion we hay 
just decided upon. We realix 
that we are being rather rough 9 
advertising when we expect it t 
| pay off on a dollar basis during 
| the first year of a cooperative pro. 
| gram, yet that is just what it has 
done.” 

Ads will continue to emphasix 
that cotton insulation is as goo 
as or superior to other types of in. 
sulation, and will be aimed both 
at new construction and at sak 
of the product in package form fo 
insulating homes already built. 

Herbert Rogers Company her 
handles the account. 


Company Will Issue 
Vulcanizing Patents 


Industry Inventions, Akron, ha 
been established to license the us 
of electronic vulcanization in t! 
manufacture of rubber and pla: 
tic products, it has been an- 
nounced by V. L. Smithers 
Smithers Laboratories, Akron, w! 
will be vice-president and gen- 
eral manager of the new firm. 

B. F. Goodrich Company ar 
Firestone Tire & Rubber Con- 
pany jointly hold patents for elec- 
tronic processing of rubber a! 
plastics, and other officers of t! 
licensing firm are members 
both rubber companies. 


Postel to Ridgway 


Ridgway Company, St. Lou 
agency, has been appointed by t 
Postel Milling Company, Mascou- 
tah, Ill., to handle its account 
Radio advertising will be use 
in the South to promote Poste 
Elegant flour. 


G 
EVEN AN ADVERTISIN 
MAN WANTS A HOME Of 


Regardless of whether YOU 
“dream home” is a cozy cotiage ™ 
a mansion, “How to Plan the Hom 
You Want” will bring you up ‘o+h* 
minute. 


Its 32 pages, profusely illu: ‘rate 


are packed full of home p! anim 
and new equipment ideas. 

Our own staff of practical «thor 
ties whose lives have been de. icaté 


to building progress have p''! !"" 
eight easy-to-read chapt:s ‘ 
trends and possibilities of much 
discussed industry. Coverin, eve" 
subject from financing to ‘04 
heating, it therefore can be ed af 
a textbook on building i °¥*!" 
nomenclature. 


Send for your copy today. 
PRACTICAL BUIL 'EB 


59 E. Van Buren Street, Ch f 


at 25c I can't lose—Send me “) 
Plan The Home You Want.” (A) 


| 
| Name _ 


Address — 


City State 
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He will set NEW YORK 


HAT is New York? The Gay White 

Way, Fifth Avenue, Radio City, 
Times Square, the Waldorf-Astoria, the 
Stork Club? 


NO! New York is a city of a hundred cities 
— New York is 12,000,000 people located 
within 50 miles of its City Hall — the 
world’s greatest concentration of consum- 
ing capacity plus the economic ability to 
satisfy it. 

For top sales volume, count on the cer- 
tainty of the New York market—its gigan- 
tic wealth, its terrific tonnage—its low cost 
of advertising, selling and distribution. 
Here is the opportunity colossus of the 
world. 

Top sales operation in this huge market 
places a premium on organization and 


planning. 


It pays to know the city in the informed 
and intimate way that a newspaper- 
man knows it. That is where the Hearst 


CALL THE “H-A-S”” MAN 


Just drop us a note say- 
ing, “I’m interested in 
your market informa- 


type of product).” 


tion on (name your 


right on Your D) 


Advertising Service Man’s specialization 


and training can be useful to you. 


In the Hearst Advertising Service are “‘re- 
porters with a nose for sales” — men who 
track down the facts that a sales manager 
wants to know — men who maintain a 
constant flow of market information for 


your use. 


From coast to coast in all the vital key 
cities listed below, Hearst Advertising 
Service men are constantly consulting with 
sales and advertising executives, develop- 
ing and giving basic market information, 
keeping pace with conditions, making 


themselves increasingly useful to you. 


The H-A-S man stands ready to work with 
you as he works with hundreds of other 


sales and advertising executives. 


yn 
HEARST ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 


Representing: 


New York Journal-American - Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American - 


Boston Record-American-Advertiser * Detroit Times + Albany limes-l’nion 


San Francisco Examiner - Los Angeles Examiner + Seattle Post-Intelligencer 
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Atlas Plans ‘Containers’ 


Atlas Publishing Company, 
New York, will launch a new 
business publication, Containers, | 
in October with Leo Maltz and 
Robert Carraway as editors. In- 
formation of a technical and/} 
semi-technical nature regarding | 


shipping containers of all types, 
as well as trade news, market de- 
velopments and new ideas on the 
utilization of containers, will be 
presented. 


|to co-op lines. 
|around design, 


Co-ops Expect 
Tire, Appliance, 
Radio Sales Boom 


Chicago, Aug. 23.— National 
Cooperatives, Inc., central pro- 
curement and manufacturing unit 
for 18 U. S. and Canadian regional 
cooperatives, may within a couple 
of months see its sales of Co-op 
cigarets nosedive from the pres- 
ent 100,000 packages monthly, 
but its officials will not be greatly 
depressed if that happens. 

At National’s headquarters here, 
merchandising activities seem to 
have little to do at present with 
bolstering sales of cigarets, new 
cosmetic items or other additions 
Emphasis centers 

production and 
merchandising such appliances as 
refrigerators, home freezers, ra- 
dios, vacuum cleaners and several 


other appliances which the co- 
operatives plan on selling in large | 
volume next year. 


See Huge Volume 
Appliance sales, 


are expected to add greatly to the 
18 regional co-ops’ volume next 
year. Prior to the war, sales of 
tires accounted for about 50% of 
the producer co-op sales. With 
the addition of appliances to the 
list, that percentage will not 
again be as high, although Na- 
tional’s executives believe the dol- 
lar volume of tire sales will be 
higher in the future than in the 
past. 

The regional co-ops this year 
are enjoying substantially greater 
sales than in 1944, when their 
volume totaled $152,000,000. Next 
year should see their sales around 
$200,000,000, or four times the 
1939 volume. 

Before the war, National Co- 
operatives sold a co-op refrig- 
erator through the regionals and, 
principally, rural dealer outlets, 
but sales were small and the co- 


f complete bathrooms. 


AMONG LUMBER AND 


MATERIAL DEALERS 


* 
* 
* EDITORIAL 
* AHD LEA 


in CIRCULATIO 
ADVERTISING VOLUM 


INFLUERC 
DERSAl 


ACKHOWLEGGED At LEADER Ih THE DEALER FIEL 


WUFACTURERS OF S¥IL 


DING MATERIA 


‘Hub of home building and remodeling in San Fernando, Calif., 
this attractive store of the Hayward Lumber & Investment Co. 
= caters to vai owners by stocking everything from fuses to 


and a revival | 
of tire sales cut short by the war, | 


Advertising Age, August 2 194s 
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MILLER FETED—Some 30 Los Angeles radio executives were present at , 


luncheon given to Justin Miller, newly elected NAB president, by Sidney 
Strotz, vice-president of NBC. Among them were, left to right: Don Searle 
vice-president, American Broadcasting Co.; Mr. Strotz; Mr. Miller; Frank 
Burke, owner-manager, KFVD; Cal Smith, manager, KFAC; Lewis Allen Weiss 
president, Don Lee-Mutual, and Bob Reynolds, manager, KMPC. 
operatives had little control n of| th each appliance as they t 
the manufacturing and design of|they can sell. Such manufae. 
the unit. The new appliances, | turers in each case will at th 
both major and minor, will be/same time make similar items { 
made according to detailed speci-| other customers and thus be ; 
fications of the cooperatives, and/tg make each unit for les cos 
co-op officials here assert that/than the cooperatives could ; 
production of such items will in they made their own models. 
effect be under their control. National’s executives assert that 


the present arrangements vil! 
permit them to sell quality ; 


Important in Many Markets 


| South, 


to sell as many freezers nationally | tronage 


| 
| 
| 


| manufacturers for 


|for National itself to manufacture 


They do not foresee any need 
pliances in competition with Gen. 
appliances. Although they expect/eral Electric and other ma 
to sell more home freezers, for; Producers. They are not 
example, to Indiana farmers than | however, to indicate the prices 
any other freezer manufacturer | which their table radio sets, the 
will sell in that market, there are | freezers or refrigerators will 
too few co-op outlets—in the | Most of the co-op appliar 
Southwest and in some/sales will be made to farm: 
states elsewhere—to permit them | Chief competition for farmer pa- 
will come from pul 
utility companies, rather th 
from such non-service sources 
mail order companies and de 
ment stores, etc. 


as competitors can sell. 

Thus they will for several years, 
at least, contract with private 
as many units | 


METROPOLITAN OAKLAND 


A Great Port Now, 
Even Greater In The 
Post-War Era 


Nationally known port authorities de- 
clare that—Metropolitan Oakland will sur- 
pass other ports in the post-war era and will be 
classed as the finest ocean and air terminal 
on the Pacific Coast. Once accomplished, a 
greater number of industries will be attracted 
and provide thousands of permanent jobs, 
contributing to the further growth of Metro- 
politan Oakland after V-J Day. 


The dominating newspaper in this mar- 
ket, THE THIRD LARGEST OF THE PACIFIC 
COAST, is the Oakland Tribune. 


TOTAL NET PAID CIRCULATION 


DAILY 138,697 
SUNDAY 141,745 


A.B.C. Publisher's Statement, March 31, 194 
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LOOK AT HOUSTON TODAY! 


AND RICHEST MARKET 


™z 


Metropolitan Market Population Retail Sales Effective Buying 


Power Income 


tad 8 | Sy Bearer rarer 601,249 $357,104,000 $728,781,000 


— Harris, Texas 

tems 

al PUY SPN. bce ee eu wes 584,181 $3 14,120,000 $708,140,000 

ould i Jefferson and Orleans, La. 

lels, 

ts wi ol.) 508,719 $260,065,000 $6 13,890,000 

ive Jefferson, Ky., and Clark and Floyd, Ind. 

Te NORFOLK .................-. 505,119 $177,440,000 $414,350,000 

ts, the Elizabeth City, Norfolk, Warwick 

or o and Princess Anne, Va. 

ner Ds 3 0: ¢ re 486,362 $333,938,000 $632,877,000 

a DeKalb and Fulton, Ga. 

= BIRMINGHAM .............. 470,383 $220,040,000 $520,440,000 

— os Jefferson, Ala. 

D I 8 gy tytn Oo os a 5 442,967 $306,007,000 $640,613,000 
Dallas, Texas 

) a gg |) 378,108 $239,085,000 $476,402,000 

, Shelby, Tenn. 

e SAN ANTONIO .............. 364,275 $175,420,000 $473,152,000 
Bexar, Texas 
SE een ocean 294,445 $202,804,000 $403,370,000 
Dade, Florida 

A 

4 ~ 

Population figure for each city is total population of all Population figures from U.S. Government Census Novem- 

a counties listed below city. Retail Sales also Effective Buy- ber 1943 (estimate—civilian) Retail Sales and Effective 

d ing Power Income figures for each city is that of the Buying Power Income from Sales Management. (Copr. 

$ whole county, and, or part of each county in which the 1945, Sales Management Survey of Buying Power; further 

- city lies. reproduction not licensed. ) 
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The Houston Market is sold 
when your story is told 
ee ein The Chronicle 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manager National Representatives 
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Fest In CIRCULATION and ADVERTISING for the 32nd CONSECUTIVE YEAR 
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Calgon Launches 


| business papers. 
7 The new campaign, represent- 
Follow-Up Series ing almost double the newspaper | 
- ” space of the first program, will 
In Two Ad Media include publication of ads 
Pittsburgh, Aug. 22.—Calgon,| grocery, drug, department store 
Inc., on the heels of its initia]|and variety store trade publica- 
educational campaign started last| tions. Theme of the series is the 
January, has launched another | wide acceptance of Calgon 
campaign for its water-normalizer |Makers of woolen, cotton and 
rayon clothing, baby clothes, 
|tableware and metal and alumi- 
num utensils, table silver and 
}other products. 
Brands and trademarks of the 


| greatest col- 
FREE © jection adv.| columns by sev 
‘ . all situations. 
models . . . fine photog- 
raphy. Multiplies pull of 
promotions. Shot 
each month. 
jects available. Money 
saving subscription plan. 
NOT STOCK PICTURES. 
FREE proofs and details 
on request. No obliga- 
tions. No salesmen. 
EYE*CATCHERS, Inc. 
10 E. 88th Street 
New York 16, N. Y. 


publicity burea 


52 newspapers 


| manufacturers are to be tied in 
World’s|to the Calgon ads. 
ren 


Evans Associates, Chicago, has/| craft, buses, railroads and marine 
established a public relations and | 
the di-|000 a 
rection of Warren W. Lewis, for- 


u under 


merly a public relations counsel-| ture will probably aggregate | 
lor with MacDonald-Cook Com-| about $100,000,000 a year after 
| pany, Chicago. the war. 


and a list of 


fa new 


Space is two 
inches, placed 
photos. ll lines bosiness | by the Calgon agency, Ketchum, | 


} and 


| survey 
gate probable postwar expendi-| 


| Anemostat Opens Drive 


Based on Market Survey 


Anemostat Corporation of 
America, New York, manufac- 
turer of air diffusers, is starting 
campaign with the Sep- 
tember issues of 25 industrial} 
publications (AA, July 30). Copy 
stresses that “no air-conditioning 
system is better than its air-dif-| 
fusion” and full-page advertise- | 
ments will appear in horizontal | 
and vertical publications. Annual} 
condensed catalogs, guides, data 
books and directories will also| 
be used in certain fields. 

The campaign is based on a} 
market survey of postwar air-| 
conditioning needs in commercial | 
industrial fields, made by 
Michel-Cather, Inc., New York} 
agency handling the account. The 
indicates that the aggre-| 


in the 
fields — air- 


ture for air-conditioning 
four transportation 


will be approximately $34,000,- | 
year. In commercial and 
industrial buildings the expendi- 
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MARKET DATA 


Over 100 diversified factories. 
23,000 factory workers. 


Average weekly wage—952.05. 
Retail sales $1,000 000 a week. 
Bank debits over $27,000,000 


per month 


YOU CAN'T COVER MICHIGAN 
WITHOUT BATTLE CREEK! 


& 


| In Battl 


UTES OF DOWNTOWN! 


tle Creek's most exclusi 


:n Battle Creek. 


Michigan's 
100 lakes nearby 
home where the s 


ull one-third of B 
their liking to esta 
orporate limits. 
ts a city mar 
within the corpora 


tional 24,500 residing just beyond 
67,953 POPULATION 


within 3! miles of downtown | 


downtown 


chosen wl 


happiness. 
of ncn - playground 


its a logical tempta- 


Transportation in 
or 


ness 
City Zone. 
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‘th the view of © 
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Executives of the 25-year-old Tubize Rayon Corp. obser 
25th year Pres. John E. Bassill has been with the firm with a 


eon at the Union League Club, New York. E, 


R. Van Vili 


and treas., also ended a quarter-century of service in July, 


preceded Mr. Bassill by a few days... 


Roland Trenchard, pu! 


lations head of WAAT, Newark, accepted a certificate of aj 
on behalf of the station for its work in civilian defense a 
since Pearl Harbor, presented July 31 by Mayor Vincent J. \\ 
of Newark and Carl K. Withers, Newark ad club pres., who 


as commander and chairman, respectively, of the Newark | 


Council. . 


time music activities’ from the 


Now a USNR Lieutenant (jg) is Kevin B. Sweeney, forme: 
ern div. sales promotion mgr. and assist. to the western div. 


. And Charles F. H. Johnson Jr., gen’l mgr. of Hot; 
Worsted Mills, accepted for the firm a distinguished service citat 
“for outstanding contribution to the war effort through specia! w; 


lens 


War Music Council of A: 


the (then Blue) American network, who received his promotion 


the naval air station, Ottumwa, Ia. 


tion officer at the station. . . 

The Celestials, group of more 
than 900 professional, business 
and advertising men, organized 
in New York last December to 
help wounded veterans readjust 
to civilian life by finding them 
jobs and offering vocational ad- 
vice, etc., is expanding to Chi- 
cago. Active in this expansion 
is Harlan Logan, ed. and gen’l 
mgr. of Look, over whose name 
a letter has been sent to pros- 
pective Chicago members. First 
of the monthly luncheons will 
be held at the Congress Hotel, 
Nov. 6. Veterans from nearby 
hospitals will be invited to a 
luncheon program of speakers 
and entertainment, and mem- 
bers will assume responsibility 
for finding them jobs upon re- 
turn to civilian life. . . 

Maj. William F. Knowland, 
formerly assistant publisher of 
the Tribune, Oakland, Cal., has 
been appointed to succeed the 
late U. S. Senator Hiram W. 


He has been public inforn 


MEDAL AWARD—Pfc. Edgar A. Grun 
wald, formerly marketing editor 

Business Week and well known in ad 
circles because of this work and pre 
vious connections with Variety and 
Tide, gets a bronze star from Gen 
Palmer, 7th artillery corps, in Germany 


@ WI 
of wk 


Johnson. Knowland, son of Joseph R. Knowland, publisher of th 


Government. . 


Tribune, is a former sate senator and Republican national commit- of x 
teeman. He has been serving in France with the American Militar 1 
. Harold Hutchins, editor of Fawcett’s weekly sheet supp 

has been elected a member of the Mi Base, 


“Cosmetic & Drug Preview,” 


Societe De Gentlemen Chefs De Cuisine in New York. Head of th 
group is A. H. Deute, pres. of National Brewing Co., who has the 
official title, Chief Potato Peeler... 


surret 


1, Pic 
}.P, 
Neu 
Johns-N 
favorab] 
tO the j 
¥ 4 . a 2. She 
W.] 
MAKES A SCORE—Harvey A. Scribner, president of Russell T. Gray, |nc a, 
Chicago industrial advertising agency, congratulates Ruth V. Barr, secretary: How ( 
treasurer of the company, on her 20th anniversary with Gray. = . 
Stuart Sherman of Sherman & Marquette, also a director of 3. Uss 
Chicago bank, boarded a train from Los Angeles to return t J. H 
cago, and later discovered he had no cash. He sent collect wi t : 
friends, asking them to wire funds, but they assumed the bank«'-é Descrit 
man was joking. He spent two days without food except ‘hal ew lay 
which he was able to buy by first selling his cigars. . . 4, Us, 
Graham Patterson, publisher & pres. of Farm Journal & Far:°' 
Wife and Pathfinder, is vacationing in Canada. . . Goddard ( " 
(Plainfield, Vt.) trustees include newly-elected Chester Bo 'es 
OPA director and formerly of Benton & Bowles; John Chamber 
lain, magazine writer, re-elected chairman; and Mrs. Clara Savas 
Littledale, Parents’ ed., re-elected vice-chairman. . . Re | 
Capt. Robert G. Jennings, radio officer who was v.p. of 
Kastor & Sons Advertising Company when he entered the Indy 
three years ago, took his first prisoner Aug. 19 when he ent : 
NY apartment and surprised a burglar. Capt. Jennings was hr 
to break his way into the house when an unknown voice t 
to “come back in 10 minutes. ..I’m entertaining a lady”. . h 


Joseph Jorda, Mennen’s export 


mgr, is back in Newark <; 


ihree months’ trip to Latin America. . . Col. William H. Ra‘\!" de 
who heads his own advertising and public relations firm 1} 
left Aug. 15 on the Queen Elizabeth for London on a specia the 


sion for Andrew J. Haire, pres. 


of 


Haire Publishing Co., to ¢ 


British manufacturers and business men. . 
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‘| FACTORY ANNOUNCES 
| AN ENTIRE ISSUE ON 


tay a 
Citatio, 

‘lal way. 

Ay rik 

er west. 

VD ; 

10tioOn he 

nforme- 


¥ Delivered to its Readers August 22 
f Eight Days After Jap Surrender 
4 * 


NOW 


, 


when the problem of reconversion is a issue filled with down-to-business 


bf 
4 


_ 


tough reality to industry all over our practices to help meet and lick it. In 


itor country, FACTORY announces an entire this issue: 
wn in ad 

and pre 
iet nd ° °° . : 
om Gx @ What Peace Will Mean to Industry—A critical analysis @ The Outlook for Post-War Goods and Jobs— American 
G rmany , . . . . 

. a of what’s ahead on such vital questions as cutbacks; release business’ own estimate of post-war markets and employment out- 
r of the . i ae > ° ° 
commit-of government controls; availability of materials; labor look, based on an exhaustive study prepared by the Marketing 

litar . . . . ° . ° . e 
S chee SUpply; contract termination; surplus property; price policy. Committee of the C. E.D. Convincing evidence that the national 
"ot ee Based on government policies pronounced after the Jap economy in general and the manufacturing industries in particular 
has the lM surrender. are headed toward the highest peacetime levels in American history. 


* 


The key to American prosperity is low cost production. Only by that process 
will large enough markets be created to give jobs to all who want jobs. 


To Get Low Cost Production, Plant Men Will Have To Face WORKER PROBLEMS—METHODS 
PROBLEMS— EQUIPMENT PROBLEMS—FACTORY’S Reconversion Issue Covers All Three, In 


TEN STEPS TO LOW PRODUCTION COSTS 


—_ 

1, Pick the right worker for the right job. 

J.P. WOODARD—D vision of Industrial Relations, Johns-Mantville, 

New York 
Johns-Manville practices show how workers are recruited, how un- 
favorable characteristics are detected, how examined and how fitted 
to the job. 
2. Show him how to do his job. 

W. M. OWEN—Assistant Director of Training, Caterpillar Tractor 


How General Electric coordinates all handling activities and dissem- 
inates findings throughout company plants—illustrated by case ex- 
amples showing how and why specific types of handling equipment 
are used. 


5. How to simplify operations. 


I. K. KESSLER—Supervisor Wage and Salary Administration, RCA 
Victor Division, Radio Corporation of America, Camden 
A play-by-play account of the RCA work simplification program— 


Why Woodward Governor is a good plant to work in, both from the 
standpoint of physical plant and industrial relationships 


8. How to rate the pay for each job. 
W.W.KIMMEL—Industrial Relations Manager, R. G. LeTourneau, 
Inc., Peoria, Illinois 

How LeTourneau, by installing a job rating program, brought order 

and equity into the job-and-rate confusion caused bs rapid expansion. 


ay, ine , Ce» Peoria, Illinois ; ; why it was set up; what it contains; how it pays off in better methods 9. Efficient maintenance methods for plant and 
rcretary How Caterpillar sets up apprentice, orientation, machine shop, and lower costs. . 
y. elding, business, cooperative, and special training programs—all 6.H 1 i d i equipment. 
esigned to train men how to do their jobs well. + How to plan and contro procuction. L. M. BLAKELY—W orks Engineer, Remington Arms Company, Inc., 
or 3. U G. F. PEARSON—Executive Assistant Bridgeport, Connecticut 
tc .: prant Suyeute veut speee production. S. E. SOHLER—Manufacturing Coordinator, North American How a preventive maintenance program serves Remington Arms, 
RW. MALLICK —Secrs 7 “ar "Pectin cian” Milaiaiain’ hee, Aviation, Inc., Inglewood, California and insures continuity of production. 
wi , ins Fest Pi ch = _ eagraeer, Weegee Heer er- North American’s production control plan enables top management 
nk i, sta Woninuienen's 10-point approach to the preparation of to know exactly where the company stands at any given moment with 10. Use best management controls. 
pt ew |ayouts—with special emphasis on the use of Scale models. respect to its overall production program. — sd H. KI INE, gg: WF to Administrative Manager, Dravo 
' = " or poration, itlmington, Delaware 
oe 4. Use the handling methods best suited. 7. How to have contented employees. Management “by exception” at Drayo— How a new department sup 
a H. DE GROFF—Chairman, Materials Handling Committee, W. A. RING—Secretary and Plant Manager, Woodward Governor plies the kind of records top management needs in order to keep 
( neral Electric Company, Schenectady Company, Rockford, Illinois constantly informed 
Bow ies 
la I 
Ss ge 
Re lizing that the job of reconversion would probably come upon ABC ABP 
incustry suddenly, FACTORY editors prepared this intensely 
pr.ctical series of articles to be ready at the right moment. It MANAGEMENT AND MAINTENANCE 
ha | been decided to publish them in the August issue. We are 
Raukin 


dc-ply gratified to be able to render this service vow —at the 


th eshold of Industry’s most critical time since Pearl Harbor. 


A McGRAW-HILL PUBLICATION 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 
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+ . |}able customers, since “many |a percentage of the jeweler’s an-|to step up its magazine an: ;; 
Caution Service housewives have been disposed 2|Gruen Pays Half nual volume. advertising in the coming re Chatt 
' shift toward buying from some- “ The plan replaces the company’s ——__——_— 7 ' 
“ one with whom they were per | Ad Costs In New former advertising discount plan. Pr & field Tc Lado 
sot aaa tnabete eet a | set ays * unt Pian. | Promote Camfield Tc xste 
r A or efal sonally acquainted while food ec ti D ] A feature of the new program is ma r oa 
supplies were inadequate.” oopera Ive ed the company’s offer to share the Advertising for the new Cam. Incic 


field toaster, product of C. nf, 


7 whye . © { . . . . 

WR vt pao cae ach hd ‘de- | Cincinnati, O., Aug. 23.—To 7 zs ee ae bse Mfg. Company, Grand “ Chattar 
Grocers Postwar cline far during the adjustment | stimulate aggressive newspaper ots $l Ke be re eget bts er Mich., has been launch q trend 
period. He said that Commodity advertising at point of sale, Gruen heey spay Dgscdenage oy we Pty ary ion Th on ee Ss 
“hic: Credit Corporation will have Watch Company has inaugurated | to jewelry does not exceed 25% of aign ag pies’s Rew can ge Of 
ae Sree of am nle funds to protect farm|® cooperative newspaper advertis- | the entire ad. paar trademark desi ned Sid 
cautious expenditure and efforts |‘ nF 3 _ a | ing plan by which it will pay half In addition to its cooperative P v. Well “" f th ‘ a , Sid. nouncems 

to retain loyal customers was ad-| Prices, at not less than 90% of | th t of Gr ada. Yinited 4 | Gr Saas a "| ney . Wells of the Chicag offi 
vised for retail grocers by Gor- parity prices “until more than e cost oO ruen ads, limite o |} plan, Gruen has announced plans! of McCann-Erickson. Company 
don C. Corbaley, president, two years after peace is officially | ee 


American Institute of Food Dis- | Proclaimed.” | 
tribution, Inc., in an article pub- Sees Store Modernization 
lished in the National Association 
of Retail Grocers’ 118-page con-| He predicted that thousands of | 
vention and exhibit in print. returning servicemen will start | 

Mr. Corbaley said the Institute | retail food stores, and that chains, | 
staff is confident that civilian food | supermarkets and some _neigh- | 
buying will continue quite large | borhood independents will ma-| 
through the “unsettled” period|terially alter their stores and 
until the spring of 1946, and that | operating methods. He said to be- 
food distributors will be able to|lieves the OPA will enforce ceil- 
get larger stocks for selling than | ings on all staple foods, “probably 
seemed likely early in June. at close margins.” 

“Food deliveries to Europe, to| The greatly diffused purchasing 
our Allies and to our armed forces| Power, especially among wage 
are to be cut,” he said. “Black|earners and farmers, Mr. Cor- 
markets may not be entirely end-|baley declared, will take greatly 
ed by September, but should be | increased quantities of.foods from 
much smaller and less trouble-| retail stores during after-war 
some, as a result of the govern-| Prosperity. He pointed out that 
ment providing more foods for| government surveys prove that 
trade selling and a perceptible|the average family, with income 
let-down in disposition of many|0f less than $4,000 a year, dis-| 
families to buy foods with little | burses about 25% of its increased 


regard to prices.” |spending for better quality foods | 
U _—— in wider variety. He declared 
See ee OS ees that the U. S. Department of 


He advised operators of chain,| Agriculture estimates that con-| 
supermarket and  neighborhood|sumers in after-war prosperity 
stores, however, to protect their| will buy about 13% more beef; | 
financial strength by cleaning out|40% more chickens; 17% more 
and not repurchasing off-varieties| eggs; 12% more diary products; | 
or low grades. He added that|54% more citrus fruits; 15% more 
personal efforts should be made| vegetables, and 38% more canned 
to strengthen the loyalty of desir- | vegetables. 
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|has contracted for installation of| buying methods. He | 
|a fully equipped laboratory for| Prior to the war, U. S. Testing | ads KSD Sales 


: : , ; : A : Guy E. Yeldell, formerly head 
testing quality of merchandise. maintained branch laboratories in| of ‘the automotive department of 


ad Chattanooga Store 
Laboratory Unit 


NEVINS- 


iste U. S. Testing Does Job a number of retail stores, but was|the St. Louis Post-Dispatch for 

t i. | ‘ ’ forced to discontinue operations| 18 years, has joined KSD, Post- 
‘ny | cates Trend Effective Sept. 15, United States i ; ; Tileoateh atati epagellles< oa tail 
am. Cy . . rar . spatch station, as national sales 
a“ In 1 Testing Company, Hoboken, N. j., | because of wartime manpower aeannaer. 


ttanooga, Tenn., Aug. 21.— | shortages. 


Vey C 1 ; 3 will maintain the laboratory to endicati rn vsscatnanetiniin 
, trend among retailers toward | test all goods offered for sale by ndications now are that test-| oa : " NUTS ? 
mer. (MM <elli.g themselves as the ultimate|the store. The testing will, store|ing laboratories, valuable both| Rejoins Spitzer & Mills 
can ag of the merchandise they| officials believe, insure against|from a buying and merchandis- | |, ©: .W., puncan, _on “Fy ee | 
on . cme mn a , < ;, sonar ‘ ‘ 5 “| f rom Spitzer Mills, | 
sell indicated here with an-/the loading down .of their buyers} ing standpoint, will become more | Toronto, for the past three years. | 


material, 
scientific, 


with ersatz 
permit 


ri | r . j “ae . 
and will | and more common as adjuncts of | has rejoined the agency as vice- | 
efficient | retail operations. president in the Montreal 


Sid. nouncement that Miller Brothers 
large department store, | 


office. | 


company, ee 
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Wa... does Mr. Armstrong see in his screen door ? 


Two things. A job for tonight taking the squeak 
and stick out of the door — and a complete new set 


. oe . 
of screens just as soon as they’re for sale again. 


The country is full of Armstrongs making screens 
or refrigerators do fora while longer. The war held 
back their buying. But it couldn’t hold back their 
plans (a good share of them fathered by Better 


Pee get ek ae eS 


Homes & Gardens), and just as soon as possible 
all their spending will be for the hand-blocked 
linen slipcovers, the French lilac hedge, Lois’s 
dressing table, the range that does just about 


everything except the marketing. 


Better Homes & Gardens is written entirely for the 
Armstrongs — for the families whose biggest inter- 
est is their home. That’s why there’s no place like 


it to sell everything that goes into homes. 


The Boss: Nurses aren't a large 
market for our product . . . so 
why put R.N.on the schedule? 


Nevins; That's right, chief. We 
don’t sell very much ¢o nurses 
—but we can sell a great deal 
through nurses. 


Boss: How? 


Nevins; Simple. Every day the 
nurse’s patients ask her 
opinion of all sorts of prod- 
ucts. By advertising in R.N., 
we can tell the nurse the mer- 
its of our product—get her to 
recommend it to her patients. 


Boss: Sounds O.K. But how 
| many people can we influence 


in that way? 


Nevins: Millions, The average 
nurse sees a number of pa- 
tients daily. And when you 
remember that 100,000 nurses 
read R.N., that can add up to 
a terrific word-of-mouth ad- 


vertising Campaign. 


Boss: Nevins, you're on the 
beam! Just one more question 
— why R.N.? Aren't there 


other nursing journals? 


Nevins: Yes, but more nurses 
read R.N. than all other major 
nNUTSING journals combined- 
and the page rate is only $3.2 
per thousand readers! 


A JOURNAL FOR NURSES 


RUTHERFORD, NEW JERSEY 
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for Dell Publishing Company, has} |} titled “Design for Selling.” The; 
— gern joined Henry Publishing ‘Gom-| Frigidaire Book |38-page illustrated book contains | ‘Gartield & Guilg 
William H. Eichengreen, assis-| pany, New York, publisher practical information, detailed| 
raed a aaa i gg Beco Stoel Skyways and Airways, in a 1 on Store Design working drawings, color schemes, | Wins Awards ( ‘Up 
moton 71810 Oo < N — | 4 : 
Company, Chicago, has been ilar capacity. store front design, location deter- 


ap- 
of the commer- 
research division. 


»0inted manager ‘os es 
cial Rejoins Vladimir 
Daniel C. Kaufherr, 
U. S. Army for the 
years, rejoins Irwin Vladimir 
the | Co., 
and | and account 
sales promotion manager | Sept. 1. 


To Hoary Publishing 


Alexander Stewart, with 
U. S. Coast Guard since 1941, 
formerly 


with 


executive, 


New York, as vice-president 
effective 


"] > Outdoor Advertising 


NEW ENGLAND 


‘to Aid Dealers 


(Picture on 
| Dayton, O., Aug. 


Page 71) 
21.—To help | 


the | 


sast three | 
& | |its dealers bring greater efficiency | 


|into point-of-sale activity, Frigid- | 
| Motors | 


aire division, General 
| Corporation, in cooperation with 
Raymond Loewy Associates, is 
| presenting a store planning pro- 
|orem created exclusively for them. 

The program is based on studies 
|made in the past year by Frigid- 
aire to determine just what dis- 
‘play and selling problems con- 
|front appliance dealers and how 
ithe problems might be met in 
|the future. The Loewy company, 
| with many years’ experience in 
| planning merchandise arrange- 
| ments and store layouts for lead- 
ing merchants, cooperated in the 
|development of plans to answer 


mination hints, etc. 


ANPA Reports Increase 
in Use of Newsprint 

Daily newspapers reporting tu 
the American Newspaper Pub- 
lishers Association consume 
177,905 tons of newsprint paper 
in July, 1945, compared with 174,- 
866 tons in 1944 and 215,012 tons 
in 1941. This represented a 1.7% 
increase over last year, and a de- 
crease of 17.3% under 1941, base 
year for calculating allowable 
use of newspapers. 

Total estimated newsprint con- 
sumption in the United States 
for July, 1945, was 254,150 tons, 
with estimated consumption for 
the first seven months of this 
year set at 1,915,006 tons. Of 
this latter figure, reporting news- 
papers used 1,340,504 tons, a de- 


| 


San Francisco, Aug. 2 
the third successive year, 
& Guild Advertising, Sa 


|cisco and Los Angeles, 
ithe National Advertising 


‘i 


| Network creative awards 


More than 200 campaig 
entered in 22 classificatio: 
network members. Gai 
Guild received the cup { 
ning 19 awards in 12 ¢! 
tions. Its award-winnin 
paigns included those fo 
field Packing Company a1 
Foods, Inc. (Skippy pea 
ter); Guittard Chocolat« 
pany; Chemicals, Inc. 
Rough Rider Mfg. Comp: 
others. 


Bendix Expands 
Automotive Sales 


crease of 0.2% under the first 
seven months of last year and a 
decrease of 20.3% under the first 
seven months of 1941. 


Frank E. Farrell, formerly gj 
trict manager of Howell Electr 
Motors Company, Detroit, hy, 
been appointed director of ay 
motive sales of Bendix Prodye 
division of Bendix Aviation ¢ 
poration. The appointment is pz, 
of an expansion and realignm 
of the automotive sales staff, 
headquarters will be in Soy 
Bend, Ind. | 


'the dealers’ problems. 
The result of the combined ef- 
fort is a new store planning guide 


Roy C. Allan and L. F. Fr 
| burg, recently on loan to the 

|poration’s Zenith division in Ds 
'troit, will resume direction 

| Stromberg automotive carburet 
sales as sales manager and assj 
tant sales manager, respectiv 
OER 5), ftigcatte 
wy be ayn 


7 
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Benson & Hedges Buys 
ics, 


2 Hours a Week on WE! 
Marking the largest time 
pregram sale in the history 
WEAF, NBC’s New York outk 
|Benson & Hedges, New York, 


ur RR 


stort ner RT aay, 


signed for two hours and { 

minutes weekly, sponsoring “Se 

ee ae |enade to America,’ Monda 

ee aR Ae: — Friday, 6:15-6:40 p 
et iew at d wT. 

i PPD =~) The _ series, heard - sustair 

75 BERBER since December, 1943, starts { 

| Virginia Rounds cigarets Se 


3. Agency is Arthur Kudner, I 
| New York. 


Handles Maxwell House 
James Delafield, formerly 

of the coffee, tea and special f 

division of the War Food Ad 


TEI? (me 


ei. | istration, and previously with 
~ 4 management staff of the Gi 
A Ves tg ee Union Company, New York, f 

|10 years, has joined Bento: 

Bowles, New York, as 


executive on Maxwell House 
Yuban coffees. 


Now Available to 
Sales Planners 


i ’ 


eh) 


The Journal and Sentine!, as 


a 


The solid, substantial citizens of Thrilling, part of its merchandising service! 


U.S.A. make up a mighty important Main advertisers, 


2.000,000 men will 
shave, dress, and eat 


tomorrow morning 
in THRILLING, U.S. A. 


has recently revis 
Street shopping district. Men who like a ‘route lists in the grocery and dru 


field. 


hamburger and a bottle of beer, smoke a 
pack of cigarettes a day or a pipe or cigar 
and read magazines like Thrilling Detec- 


tive, Thrilling Western or others of The 


The new lists give, in dete 


route information on all ou'lets 
Thrilling Group. these classifications. 
Here is a market of TWO MILLION MEN 
-in a ready-made package. TWO MILLION 
MEN who eat, dress, smoke, drive cars, and 
BUY PRODUCTS LIKE YOURS. You can 
reach them through The Thrilling Group 
for only $1250 per page! YOU may not live 
in “Thrilling, U.S.A.” but it’s the “home town” 


They are available, upon 
quest, to advertisers intere. ted 
Winston-Salem, a "must" morket 
North Carolina by any °et 


standards or comparisons. 


Write for your copy to: 3y' 


JOURNAL and SEN7INE 
Winston-Salem, N. 


of a profitable audience for your advertising! 


When would you like to hear the full story? 


THE THRILLING GROUP 0:00:00: 


1945 (Member ABC) 


National Representatiy 
KELLY-SMITH COMPA 


) circulation 6 m verage June 30 
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i YT) IN WONDER LAND 
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HE HAS SAVED 


60,000 


MARRIAGES 


by Charles Dexter 


LIKE A 


PAID TO KEEP 
YOU WELL 


Michigan’s law is unique because it tries to prevent 
divorce, instead of making it easier. Edward 
Pokorny, “Friend of the Court,” an official, 
under state law, has the job of trying to reconcile 
couples before the case is set for hearing. He is 
no reformer who preaches down to troubled men 


CHINESE DOCTOR- 


and women. He is like a good, old-fashioned 
father. ‘‘I have no cure-all for divorce,” he told 
me. ‘‘I merely strive to do my best.’’ His 
“‘best’’ has saved 60,000 marriages. 
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CASE BILL TOLD 


nt is | 
alignme 
Staff. Hj 
ro EVERY ISSUE 
> the a TELLS ME 
A MORE q 
Car bDuret 
Dean \ 
Buys a = a 
1 WES 
“| 1S IT TOO LATE FOR 
York, ha 
ae THE TRUTH? 
onda 
sl ARE ANY I love my wife and baby dearly. I 
— PROBLEMS know that my lif Id b 
Legg REALLY LITTLE ? ae reeadeaansaar 
li Cem ruined if I should become separated 
from them, but I also love my older 
House boy. I yearn to tell him that he is 
erly really my son, but I dread the effect 
dA | this would have on my wife, because 
Ay . I have never told her that this hand- 
= a some boy she and her first husband adopted 
iS ace before I married her, is really my son— 
cei I never told her that Paula’s people 
had my schoolboy marriage annulled. 
Can I, dare I, tell them? I don’t 
te know what to do. 
S 
tine!, as 7” 
|} service! 
oe Are you LOYAL to old friends? 
y and afi es 
by Dorothy Sara 
sim __ ( BETTER Give 
— You may think it anogeuat- JACK A RING 
cated to have an “old friends 
= are best”’ attitude, but loyalty 
and kindness do not go out of fashion. When 
upon a crisis has to be met, or even if there is a 
terested minor problem to be solved, the new 
" marke friend can be helpful and understanding, 
ny set but the old friend knows. Shakespeare 
» put it pretty well: 
toc ay Those friends thou hast, and their 
IN TINE adoption tried, 
N.¢ Grapple them to thy soul with hoops 
i of steel. 
PA “ha 
— FAWCETT PUBLICATIONS, INC., 295 Madison Ave., New York 


LIKE A 


ABOUT 


“Thank God he’s safe!’’ I cried hysterically. 
Mrs. Nelson crossed to me quickly. ‘‘You 
must forget him,”’ she said. “‘Stanley is mar- 
ried.’’ I strove desperately to compose myself. 
“Stanley is married to me, Mrs. Nelson. We were 
married secretly. This Sara Drake is an impostor.’’ She 
was just about to say, “I don’t believe it,’’ when Fred 
walked into the room. What he said was the final proof. 
“We've found that Sara Drake’s racket was to pretend to be 
the widow of a boy killed in action. She did it for the 
insurance and the monthly payments. News that Fred 
is alive has scared her off. Now she’ll have to find 
another victim. Wartime secret marriages are 
making rackets like hers easy.” 


True Confessions is concerned with everything that 
concerns anybody. Its stories and articles grow from 
the everyday lives of average people. What happens 
cach month in its pages has happened to someone, 
maybe to you. Each issue is filled with experience— 
that is why every issue is helpful. ““Your Magazine 
for a Better Life’ is not just a claim on the cover 


Inside the covers is proof, 


True Confessions 


Bought at newsstands by 2,000,000 women a mont) 


for the living service it gives 


sit oi 


J 


Vorld’s J irgcst Publishe rs of Monthly Magazines 
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Coughlan Enters Radio |Name Jean Spadea PAUL F. BERDANIER JR. jentered the agency business with; — eo 
G. N. Coughlan Company, West! The following 10 retailers have} Scarsdale, N. Y., Aug. 21.—Paul | fyson in —— ome genre = Ste 
Orange, N. J., on Oct. 7 will start} appointed Jean Spadea Studio,| F. Berdanier Jr., 41, art director manager hes — — ry r 
its first metwork radio series| New York retail newspaper ad-/and vice-president of J. Walter elected secretary in 19 an ss 
with the sponsorship of Fulton | vertising concern, to handle their Thompson Company,. New. York, treasurer in 1943. She was Afso =~ 
Lewis Jr. on a new series of/accounts: J. P. Allen & Co., At- was killed Aug. 18 asides his pri- a director and stockholder>~ rr eS 
newscasts on 190 MBS stations.|lanta; Loveman, Joseph & Loeb,| ““* ¢ Pesregls: 
The program will be heard Sun-|Birmingham; Kerr’s, Oklahoma vate plane crashed at Greenwich, | = 
day, 6:45-7 p.m., EWT, and will|City; Neusteter, Denver; L. L.|Conn. Art director for several) WILLIAM DIESING 
promote Coughlan’s Chimney] Berger, Buffalo; Harold’s, Minne-| magazines and companies before — a Ars 
y : , Omaha, Aug. 22.—William Die- 
Sweep soot destroyer for chim-|apolis; Flah’s, Syracuse; Selman’s, | jojnj JWT. Mr. Berdanier w ? ’ > ed ee 
neys, furnaces and flues. Agency | Louisville; The Boston Store, Mil- a promoter of art and propaganda sing, Manager ol e lon | 
is Roche, Williams & Cleary, New | waukee, and Furchgott’s, Jackson- P . Pp of Cudahy Packing Company, died 


~ 


~ 
1 waar cives ewesenay pie THat Zs THe sennes 
‘tO 


York. ville. in wartime stamp issues, in St. Joseph’s hospital here on te “denim, | 
it Aug. 18. He had been in ill health “WOWD-YOU- MaKE-THAT TASTE APPEAL ; 
for some time. He began his Barclays Gin is the, 


ELIZABETH M. O'NEILL career in the packing industry 5. 


ELL IT TO THE oe CLANS New York, Aug. 22.—Elizabeth|as a messenger boy in Cudahy’s == 
M. O'Neill, 


secretary and treas-|South Omaha office and served 
A Nationwide urer of O. S. Tyson & Co., New|continuously with that organiza- | 
York, died here Aug. 15, after an| tion for 51 years. He became head| | 
extended illness. She was well|of the beef division in 1916, be- 
known in the industrial advertis-|came a director in 1923 and a | PREWAR—Emphasis on prewar quali 
ing and publishing fields, having| vice-president three years later. | parks the new newspaper stiipeign tl 
Barclay's gin, now appearing ir maior 
markets through Brooke, Smith, French 

& Dorrance. 


Survey of Radio and 
Electronic Technicians’ Read- 
ing Habits sent free on request. 


25 WEST BROADWAY NEW YORK 7, N. Y. 
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To ‘Harper's’ Ad Post 


Robert H. Ebbitts Jr., former) 
advertising representative fo; 
An important name on the lists Travel Agent and Shipping Di. 

gest, has joined Harper’s Mag. 
eh : ‘ zine in a similar capacity and yw 
of national magazine advertisers .. . develop aviation, papal, pt 
and transportation advertising 
He was previously public rela. 
tions director of American Avia. 
tion Associates in the East an 
Midwest. 


| Farish Joins Dell 


| Anthony J. Farish, recent 
|with the U. S. Army, and f 
|merly with Hearst Magazin 
: - |New York, has joined the N 
A ke Y medium for |York advertising staff of D 
: | Publishing Company’s Detective 
Group. 


PERMACEL | Names Mercready 
| N bD U STR IAL TAP E we | Pulverizing Machinery Cm 


|pany, Summit, N. J., has a 
| pointed Mercready & Co., Newa 
to handle its account. 


Campaign prepared and placed by 


KENYON & ECKHARDT, INC, 


ALL 
~ RESTRICTIONS 
LIFT EUm—a 


We are all set to handle all tha 


national advertising sent our way 


‘ABSOLUTELY NO RESTRIC 
TIONS on size of copy or dates 


of insertion in newspapers who are 
| 


Because it has more than 800.000 


circulation among thinking ... and 


| members of the 


buying ... men and women the country 


INDIANA LEAGUE 
over, The New York Times Magazine is a . 
‘must’? on the schedules of foresighted na- — or 
tional magazine advertisers. yA Binal New 


Bloomington World-Telephone 

Columbia City Post & Commerc 
Mail 

Decatur Democrat 

Elwood Call-Leader 

Frankfort Times 

Greensburg News 

Huntington Herald-Press 

Linton Citizen 

Martinsville Reporter 

Mt. Vernon Democrat 

New Castle Courier Times 

Plymouth Pilot & News 

Portland Commercial-Review & 

Rochester News-Sentinel 

Rushville Republican & Telegr 

Shelbyville Democrat & Repub! 

Spencer World 

Union City Times-Gazette 


e e Valparaiso Vidette-Messenger 
Vincennes Sun-Commercial 
e New Pork Gimes Magazine sa Ba 
Winchester News & Journal-He 


A SECTION OF THE SUNDAY NEW YORK TIMES 


National Advertising Represe: 


Member of the American As 
of Newspaper Representat 
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A symbolic sign—DPC machines for making airplane engines, ready for storage, to be replaced by auto assembly line conveyor, 


Management tries on mufti 


... but not for size. It was fitted long ago. For the ForTUNE has a dual job in reporting reconversion. In 
real business of reconversion has happened, and is hap- stories like ““The Nash Tunes Up” (September, page 125) 
pening in the front offices of U. S. business, where the editorial half of FortuNE reveals Management’s 
Management is putting to work its plans for 60 million strategy for the change-over... And in the advertising 
jobs a year, for an economy expanded to the limits of a pages, the story is continued in terms of new and 
prosperous peaceful world. better products—new and better services. 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF 
BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 857% 
of FORTUNE’s 175,000 subscribers are management men—and survey 
ra after survey shows that advertising in FORTUNE reaches management 


more effectively, and more economically than in any other magazine. 


vm SEPTEMBER - 1945 
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ing the late R. C. Stirton. 


projects, 


42 


Heads Gossard 

A. J. Trojan, secretary and 
treasurer of H. W. Gossard Com-|m 
pany, Chicago, has been elected| Angeles, 


a 
JWT Bombay Gets Hydro. 
Advertising of Hydro-electric 
under the _ control 


| 


of | 


cago. His 
announced. 


retail 


Rockwell-Barnes 


Jones Resigns 
Frederick H, Jones Jr. has re-| 
Tata Sons Limited, Bombay, has /|signed as advertising manager of 
been placed with the Bombay 
office of J. Walter Thompson Com- 
pany. Newspapers will be used. 


| Overgard Promoted 
| Lou Overgard, sales promotion 
anager of Silverwoods, Inc., Los 
chain, 
president of the company, succeed-| appointed vice-president and gen- 
eral merchandise manager. 


Company, 
future plans 


Hudson Plans 
Early Showings 


Detroit, Aug. 21.—First 1946 
Hudson automobiles will roll off 
|the assembly line next week, and 
the new cars will be shipped to 


has been 


weeks, A. E. Barit, president and 
general manager of Hudson Motor 
Car Company, has informed stock- 
holders. 


Chi- 
are un- 


For Best Results Advertise in — 


““CONCENTRATED” 
NEGRO MARKETS 


Gaect CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 


Negro circulation in the world. 
Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 


NEW YORK OFFICE: 101 Park Ave. 


CHICAGO OFFICE: 75 E. Wacker Drive 


the War Production Board for 
full industry output, has acquired 
“additional automotive materials” 


facilities for building virtually a 
complete car, including its large 
body plant, place Hudson in 


the reconversion period, he said. 
“Our first sales-advertising pro- 
gram since we 


in process of development for 
some time. Distributors are be- 
ing familiarized with this 


| 
| 
| 


| 


| 
| 


gram through special presenta- 
tions in eight strategically located 
cities during the next two weeks.” 


CHAMPIONS FIRST OFF 
STUDEBAKER LINE 

South Bend, Aug. 24.— Stude- 
baker Corporation will resume 


dealers for display within a few |production of its low price 


Champion automobiles early in 
October, and its higher price 
cars will go into production 


| ‘somewhat later.” 


He asserted that Hudson, an- | 
ticipating the green light from 


} 
| 
| 


| 


worth $40,000,000. The company’s | 


Champion Tools Set 


The company is in a much bet- 
ter position to make the Cham- 
pion than other models because 
production facilities for the lat- 
ter were dismantled to provide 


| war production facilities, whereas 


an | 
excellent competitive position for | 


| 


pro- | will 


facilities for the Champion pro- 
duction were comparatively little 


|disturbed by war production. The 


Champion engine was used to 


turned to war) power the military personnel and 
work,” he continued, “has been | cargo carrier, “Weasel.” 


The ’46 Champion will be dis- 
tinctively new in appearance and 
feature improved riding 


received 5170 letters. . from 361 towns! There 


= 


WESTON HO! 


IN ONE WEEK, March | to March 7, 


Jane Weston, director of the WOWO “Home Forum,” 


Advertising Age, August © 
qualities. There will be fou 
|styles—two-door and fou 


sedans and two coupe moc 


OLDSMOBILE HOLDING 
NEW YORK SHOWING 

New York, Aug. 23.—Th 
showing of a postwar auto 
here is being held for th: 
Oldsmobile, representative 
of which are on display tl} 
Aug. 31 at General Motors 
lac division showrooms at |] 
way and 55th St. 

The °46 Olds features “th 
General Motors Hydra- 
Drive” eliminating the c] 
pedal entirely and-said t 
vide economy as well as e: 
driving. 

First models of the car fo 
ular distribuition to deale: 
not be made until this fall. 


NASH-KELVINATOR 
OUTPUT BEGINS SOON 
Detroit, 
nator Corporation plans ca 
tripling prewar manufactu 
automobiles and doubling p 
volume of household appli 


disclosed. 
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res 


g. 
il 


wil! 


Aug. 21.—Nash-Kelyj. 


l f 
re of 
rewal 
ances 


George W. Mason, president, h; 


He revealed that the compan 
will go into limited producti 


mn of 
Of OQ] 


was no special offer, mind you. . no induce- 
ment to write, except for the usual leaflet 


containing each day’s recipes. Just the 


typical response to the smoothly clicking Forum, 


ina typical week. 


It’s no accident that Jane Weston should 
receive, in one week, more than 5000 
letters. It is an accurate measure 
of her personal popularity. . and that 
of her helpful, entertaining, instructive 
program. Incidentally, the WOWO 


Modern Home Forum recently 


celebrated its eighth anniversary. 


This resultful participation program 1s 
on the air, on WOWO, every day, 
Monday through Friday, at 

1 P.M. Get convincing facts 
and attractive figures on 

the WOWO “Home Forum” 
from NBC Spot Sales. 


WBZ * WBZ 


——WESTINGHOUSE RADIO STATIONS Inc-—— 


A + KEX © KYW © KDKA ©+ WOWO 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


automobiles in 30 to 45 days an 
will begin production of Kelyj- 
nator refrigerators even earlier, | 
is expected the production of bot! 
types of products will reach pre- 
war peaks by the end of the yea 

“Production of Nash cars wi 
rise from a prewar level of 89,0 
to a postwar peak of 250,000,” M 


|Mason asserted. ‘“Kelvinato 


will increase from 500,000 
100,000 units annually.” 


Join Ad Foderation 


Idaho Falls, Ida., 


pital Association, Chicago. 


Gaylord Products, 
maker of Gayla bob pins, ha 
and hair curlers, has acc 


maker of hair dryers and 


mique permanent wave mac 


’ 


Leonard appliance manufacturin; 


to l- 


Advertising Federation 0! 


America has elected the follow- 
ing members: Englander Con- 
pany, Chicago; United Outdo 
Advertising Company, Long 
Beach, Cal.; Sheldon, Morse, Hut- 
chins & Easton, Inc., New York 
Associated Publishers, Dallas 


KID Broadcasting Company 
and Hospitals- 
The Journal of the American Hos- 


Gaylord Buys Shelton 
Chicag 


irpins 
yuire 


W. G. Shelton Company, St. Louis 


Ther- 
hines 


Zi 
— 


— 


BUSINESS. 


The Shelton name has bee! 
|changed to Gaylord-Shelton, Inc 
es 
ei. 

G 


=o 1 
—|wm i, 
% } 
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SAINT or SINNER 2 


Being open-minded and analyti 
nature, America’s school teachers 
ways eager for information. 
they'll guide 25 miilion students to f 


honest conclusions about many c: 


not in text books. 

Presenting your story in State 7 
Magazines does a mu!ti-faceted sales 
relations job. It sells your ideas a! 
products to 700,000 bona-fide teac! 
scribers... and effectively influence 
America, too! Make children be 
your product and parents will soon 
regular customers! 

Get the facts on how you ca 
teachers in from one to 43 state 
State Teachers Marazines, 
Michigan Ave., Chicago 1 


Inc., 


Georgia C. Rawson, Manag: 


Reaching America’s Most Influential 


State Teacher: 
 MAGAZIRN 


An association of 43 state teachers mo 


Give: 
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pitals- 


Anyone can OUTSPEND™ 
here’s how to “OUTSMART” 


MR. TWITCH: Gulp! That's quite a statement to spring on a client. 
SPACE BUYER: That’s quite a Show to spring on a client! 

MR. TWITCH: Have you any facts and figures? 

SPACE BUYER: Does this paper engulfing me look like confetti? 
MR. TWITCH: Be specific man... 

SPACE BUYER: From Atlantic to “Specific”, Redbook’s NATIONAL 


sHowW reaches a cohesive and important audience of 1,500,000 
families who enjoy good reading. In fact, they pay 25¢ an issue 
for Redbook, their chosen means of entertainment. And get this. 
Redbook’s 25¢ price contributes nearly $4,000,000 yearly 
toward paying for the NATIONAL SHOW. 


MR. TWITCH: Tell me more — I’m all a-twitter! 


SPACE BUYER: Be sure to tell your client about both Redbook’s 
high editorial percentage which creates cover-to-cover interest 
and Redbook’s Reader Research. 

MR. TWITCH: What's Reader Research? 

SPACE BUYER: It’s Redbook’s thumb on the pulse of its public. 
MR. TWITCH: Sav. that’s clever. You belong in the copy depart- 
ment. 

SPACE BUYER: I don’t like that insinuation! — And don’t forget, 
Redbook gives you complete coverage of your audience... 
twelve time continuity for $37,200 a year. 

NOTE TO MR. TWITCH AND BRETHREN — 


Although Redbook space is sold out at the moment. smart 
advertisers are making plans for the future today! 


To Nearly '/s of America — 
A Program of proven Sales Power. 


page in every issue of all 3 magazines costs onl 


$160,000 a year. 


Redbook, Cosmopolitan, and American, THE 6 
MILLION GROUP, reach nearly six million families 
with less than 15% duplication — approximately 
one out of every 5 in the United States. And a full 
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HOW TO MAKE ArmourAdopts — app eee gle 


Food Chains 1945 1944 or Loss 1945 1944 
Jewel } $ 4,460,653 $ 4,350,480 +25 $ 31,735,880 $ 29,479 re 
N | Kroger Groc. & Bak. Co. 34,337,869 35,287,221 —3.0 238,667,318 235,84 ia 
ew la emar | National Tea ........... 7,994,372 7,829,639 42.1 51,913,248 53,16 
P Safeway ..... ceceeseeees 49,712,544 52,276,371 —4.9 342,016,872 346.965 


| Group Total . ..-$ 92,044,785 $ 95,393,231 —3.5 $ 632,597,438 $ 669,449 
Mail Order 
WE iG er 0 ors | tSears, Roebuck ....... $ 70,977,266 $ 67,798,892 +4.7 $ 467,495,220 $ 440.4670 
| aSpiegel ........ ‘a 3,971,246 1,504,386 +-163.9 33,969,038 16,404 
+-7.4 


| *Montgomery Ward . 47,158,012 43 888, 354 310,279,919 280,299 
| (Picture on Page 71) Group Total ...........$118,135,278 $112,191,632 | +5.2 $ 777,751,139 $ 737,375,1 > a 
. ve rug ains 
Chicago, Aug. 22.—Acting OM | crown —.................-$ 1,016,890 $ 929,503 494 cece 
recommendations made by Ray-| Peoples ............... 2,906,509 2,841,943 +2.2 $ 19,636,244 $ 19,38) 4. 
mond Loewy Associates, Armour | W2!9reen_ ......-. 10,061,483 9,868,875 +2.0 = 66,081,927 67,139,212 — 
& Co. has adopted a new trade-| Group Total ...... cose $ 12,967,992 $ 12,710,818 +2.0 $ 85,678,171 $ 86,5209) Wo» 
mark and completely redesi Variety and Miscellaneous 
egy oe 4 ‘ d me ae $ 2,631,000 $ 2,348,587 +12.0 $ 26,166,134 $ 25,9565 4 
the labels of its products. | Butler Bros. ......... -.. 9161319 8,101,500 +4-13.1 67,715,447 65,498 ] 
Treet canned meat, now out in | Consolidated Ret. Stores | 477,609 1,182,287 +-24.9 13,336,698 11,162 n 
a claret red wrapper, is the first|fimsr grew Cos (Sige ap ime tee Te 
rmour proauc eviaencing @ | Fishman, M. H..... 588,195 569,449 4+3.3 3,579 646 3,281.8 49) 
, a _ | Grant, W. T.... -.... 12,534'882 12,310,980 +1.8  —-93.254'794 8515721499 Lay 
change. New wrappers for Ar~| screen, H. i... 5,009,177 4,850,602 +3.3 30,920,185 += -29,688'524 ly) 
mour bacon, ham, lard, marga-| Kresge, S. S.......... (6.411.641 15,290,925 +7.3 116,690,259 —-110,350283 ie, 
rine and other products will ap- Kress, a. ¥.. 9,448,414 9,516,661 —0.7 66,005 542 66,872, 44 i 
weed’ iter tka vene Lane Bryant, Inc... 2,186,921  2:127.978 +2.8 — 21.212'290 19,556.25) igs 
year. tlerner ...0..... 6,985,522 6,870,213 +1.7 45,049,825 -40.875.857 1193 
The new trademark, designed McCrory ........ 5,444,621 5,472,422 —0.5 37,633,324 36,091 44 149 
. sectne OE gedtemy sentir me ao 7290435 © ig97322 «189 «© SI 2684e3 as Jigs ie 
the Armour name, consists of the| Neisner Bros. .. 2,963,283 2,764,150 -+7.2 20,311,021 19,123,892 449 
word “Armour” printed in reverse | Newey)". Jv... Tbe isis 183 Spii7amn aa ss 
; " ° kag ae ‘ , , : - ° 4 . ‘ +4) 3 
Chai — in a rectangular maroon back-| tWestern Auto 4.677,000  4'215.000 +11.0 27,654,000 23,986,000 +5 
ain store eda quarters men have got to know ground having rounded corners. Woolworth, a, ae 36, 159,382 34,647,395 +4.3 250,515,059 238,574 ,2 45) j 
what's cooking in mass distribution. These volume- A star, tangent to the upper right- | emond ghoe Corp. imum tmaant J sae S = 
minded executives directly and indirectly buy hand corner of the rectangle, will | tI!nterstate Dept. Stores.. 3,042,975 2,885,854 +5.4 20,978,801 189387) . ie . 
etn theca Sterchi Bros. Stores..... 558.568 392,548 +42.2 3,868,408 2'972:708 +439 . 
countless millions of dollars worth of manufac- be colored in various shades to cetetiaaes wiksnatelainl cakipe sistiampiegs  dvataimie, an 
tured products each week. Their store informa- denote the Armour product di-| Group Total ......... -$181,741,693 | $173,525,35| 47 $1 303,328,874 $1,220,962,45 46] 
tion must be encyclopedic. They have got to | identification. aid to Cerny | Combined Total .......$404,889,748 $393,821,032 +2.8 $2,799,355,622 $2,714,306,593 43) 
. : 1 1 € ‘ nila 
have recent finger-tip facts on— A | *Not included in totals. tTwelve month period. 
Merchandise New Wrapper +Six month period. al944 figures include mail order sa a 
Product details, availability, method of manufac- | As full-page, full-color ads in | 
ture, shipping facilities, quality, uses, display |Collier’s, Life and Puck—the 
possibilities, related selling, repeat and turnover, | Comic Weekly — mae yo 
es ° JUS E > > 7 SS ~ 
consumer advertising backing, seasonal sales eed 6 pag soe gpllcmen iy Psa | 
" e@ e8sae e ° ee acCK O > ree iT< ~ ? oo 
angles, profit possibilities, packaging, availability ltains full-color pictures of two | 
| s 


and other information. 


suggested Treet dishes. Special | 


point-of-sale displays showing (SY NDIC ATE) 
If it makes sales sense to advertise to consumers |how the wrapper has been de-| Vaiss 
who buy ten dollars worth of goods, then it cer- |signed in pleasing colors have \ ANI | 


tainly makes sales sense to advertise to men been distributed to dealers, and | 
:! in attention will be called to the 


ho 
who purchase thousands of times that amount Svesk wieneer..chanee ca Ake 


with one order. 


NE of t 


'“Hedda Hopper’s Hollywood” | vi He 
Sg ——- : |show over CBS stations Monday Bain on tl 
These “big order men” in chain headquarters nights next month. will wid 
are located in all parts of the United Stafes. There | Scheduled for future release arket for 
are just too many men to be seen and too many }are new Armour Star bacon and anufactu: 
miles to travel for personal contact to do the | ham wrappers in cedar Paget vill give 
complete job. Hundreds of manufacturers’ rep- ne SS SS e opporti 
. : |orange shade; dairy products in 
resentatives call on the same buyers at chain saleiatilinats ' : ill hel 
7 : | blue packaging; Star lard in be ] 
headquarters. These salesmen are primarily con- spring green containers; May- ston 207 store? aan t 
cerned with getting the order. They do not have flower margarine in “Mayflower | G. C. Murphy Co. over pred, 
time to present the many important fundamentals | yellow” packages, and shortening | ny in § 
of the business they represent. Certainly their | in sea green containers. | sos aa 300.000. 
oral presentations should be supplemented by | Self-Service the Cause Helen Can Jinx You 4 eek 
. . m : ; ° ’ “H l ” 1e a 
the impression power and permanency of well | The modernization program| ple ooh ot pol eee Hensely it 
written advertisements. |culminates more than five years’ | wate pay eal Snute aa unre 88, os 
‘ : . Sas . . | ’ J hrens Pu 
ss : study of merchandising trends dise-ordering girl in a G. C. Murphy 
Trade advertising gives manufacturers a double- which point to a need for more Cn. nese te Wochinnen, BC. 
header—supplements the ground work where distinctive color treatment as an ‘ : 
personal calls are made; delivers messages aid to rapid identification. The ack in 1 
where personal calls are missed. shift to self-service in grocery 4 ee 1 lustry g 
stores gives rise to that need, merica pi 
leadi according to F. W. Specht, vice- — 
For twenty years leading manufacturers have president and general sales man- Syndicate Stores Sell Millions probes 
reached efficiently and economically important ager, who directed the program. in School Supplies ye id’e 
personnel at chain headquarters simultaneously The Loewy organization empha- } rthwhile 
through CHAIN STORE AGE. sized that the packaging, wrap- During late August and Septem Bl 
pers, etc, should be in muted ber (and all year ’round too) the dba 
The abnormal conditions of war and the forth- tones and pastels in order to re- ee Tods 
‘ ‘ B Cetin Cael ot flect more light, give more em- tities of stationery supplies. don Stan P 
pte ag here? ecndliee y vated ee | tal phasis to the labels of Armour display from a W. T. Grant store . 
mium on information-passing advertisements in products stocked on _ dealers’ (491 stores). Apa 
CHAIN STORE AGE—the A.B.C. paid circulation shelves and appeal as closely as on 
trade magazine going to thousands of big-buying possible to women’s taste in col- At the 
chain store headquarters “Decision Men.” ors. é ban o1 
| Foote, Cone & Belding, Chi-| D A Trax 
cago, handles the account. i) os a8 ADpOI 
ar t b. The in 
Parke Rejoins Stensgaard A. M. FIELDS, new McCrory “ee Danie Ro 
Lt. Al Parke, recently released Stores buyer of toilet goods, suc- .” ba. merce) a 
after three years’ Army service, ceeding Jerry Condon, retired. ¥ Py erican 
has rejoined W. L. Stensgaard & McCrory ran up sales of $71,324,- “ee * *~ le] 
Associates, Chicago, as manager 471 in °44 in their 202 stores. aa other 
of the retail stores division. +) m Aoi 
—_—_—— et ur a J 
Breckenridge to Revlon Depa tme 
Maj. Robert P. Breckenridge, ‘ Ww 
: ‘ -_— ‘Nr advarticinge « accicts 1 ¢ 
Grocery Grocery Variety Variety Druggist Fountain- - Adminis- formerly advertising and ” sistant , : 
Executives Managers Executives Managers Edition Restaurant tration — Rm ond ae eee el Headquarters for Variety Store A ‘0c 
: 2¢ ¢ id a > De. yg LVOCW ork, as jo ‘ Vel; C 
ae — _— — Section Edition Revlon Products Corporation, Marketing Data tor ill 
CH New Pn as director of mer- SYNDICATE STORE Favel Ar 
chandising. 
A 7 
185 Mad : Joins ‘Better Homes | 
85 Madison Avenue, New York 16 Dr. Joseph E. Howland, flori-| Largest Audited Circulation in the Variety Field 
612 N. Michigan Avenue. Chicago 11 culture specialist, has been ap- ; 
, ; py pointed assistant garden director, 79 MADISON AVENUE, NEW YORK 16, N. Y 
“Passing the Information to Chain Store Men who garden department, Better Homes | 63 
Answer Millions of Consumer Questions” & Gardens, Des Moines. pre 


RNOW Bil 
a a 


a) 


eptem- 
0) the 
} quan: 
. This 
t store 


ee 


The Meeting That Started It All: (left to right) E. H. 
Ahrens, Publisher Hotel Management, Hotel World- 
Review, Restaurant Management, Travel America Guide; 
Thomas D. Green, in 1935, President and Executive 
Director, American Hotel Association; Glenwood J. 
Sherrard, Past Chairman of the Travel Committee, 
American Hotel Association. 


OA gt cee 


E of the most constructive developments in travel pro- 
motion history, temporarily tripped up by the war, is 
vain on the move. 


will widen substantially the already huge postwar hotel 
arket for the goods and services of thousands of American 
anufacturers. 


vill give the active, money-spending public the urge and 


ie opportunity to Travel America—to “see America first.” 


ill help to sustain current hotel prosperity, which has 


thstood the stresses and strains of unprecedented wartime 
avel, 


vill in short, give America’s hotels the planned program 
y have always needed, to capitalize on their 150,000,000 
300,000 ,000 guest-contacts per year. 


fe story behind this great Travel America promotion is 
fensely interesting. But it is only typical of the thorough- 
ss, the painstaking know-how and the enterprise back of 
Sirens Publications’ editorial policy. 


* * + * 


ack in 1935, three vitally interested leaders in the hotel 
lustry got together—to “start something” on Travel 
merica promotion. 


ie problem boiled down to this: How to advertise travel in 
ie United States, both at home and abroad? How to convince 
e world’s millions of families that it was emphatically 
rthwhile to “Travel America” ? 


his, mind you, was early in 1935. The onset of the war 
terrupted the project—but it did not interrupt the plan- 

Today those plans are completed. A great Travel 
merica promotional project is actually underway. 


ie steps which were taken, one by one, as a mason sets 
k upon brick, are in themselves dramatic: 


l. At the 1935 American Hotel Association Convention, 
te ban on travel agents’ commissions was lifted. 


- A Travel Committee, headed by Glenwood J. Sherrard, 
‘as appointed by Mr. Thomas D. Green of the A.H.A. 


The interest, cooperation and a help 

vanic’ Roper (then head of the U. § S. Department of _ 
here) and the executive directors of the Association of 
“me: can Railroads, Air Transport Association, Western 
‘lo! Telegraph Co., American Society of Trav el Agents 


’ and cher such organizations was brought to bear. 
me A 


ill was passed in Congress in February 1937, to 
a United States Travel Bureau as Division of the 
ment of Commerce, and travel leaders gathered, 
Washington and later in New York, to discuss a 
| organization representing all travel interests. 


roclamation was obtained from President Franklin 
Roosevelt, with added cooperation of the Washing- 
illard’s Harry Somerville, designating 1940 as 
America Year, 


‘Recreational travel represents 
somewhere around one-third of 
the total business of hotels. 
Therefore, anything that is done 
to create and promote this type in all activities to promote 


‘Hotels normally sit in the 
middle of the travel picture. The 
hotel business and American 
Hotel Association are interested 


of travel is vitally important to 
hotel profits. I have followed 
your plans for years with great and is appreciative of the sound 
interest, and heartily approve.”’ strides you are taking.” 
Signed: Signed: 
J. Edward Frawley, Charles A. Horrworth, 
President, Executive Vice-President, 
American Hotel Association American Hotel Association 


national pleasure travel. The 
A.H.A.has followed your work 


6. A Travel America Cavalcade was organized, visiting 
the New York World’s Fair and traveling straight across 
America to the San Francisco Fair, with over 35 broad- 
casts on Travel America en route. 


7. A “Travel Desk,” designed by W. & J. Sloane with the 
help of a committee of travel agents, was built and tested 
in several of America’s largest hotels as an aid for the 
rapid and accurate handling of travel inquiries; and a 
Travel America Information Bureau was developed and 
tested in Chicago’s Stevens Hotel. 


8. A special luncheon meeting in November 1943, with 
officers of the American Hotel Association and Fay 
Thomas’ Committee on Postwar Planning started the ball 
rolling on a coordinated travel development plan. In No- 
vember 1944, at another luncheon meeting, the American 
Travel Society was launched, with Glenn Sherrard its first 
president, working closely with representatives of all hotel 
and transportation interests. 


That is just the bare outline. It reveals only a small part of 
the actual story. Sound pictures and slide films were shown 
to hotel groups from coast to coast. Contests for best ideas 
were conducted by Hotel Management and Hotel World- 
Review. A broad correspondence, phone calls and confer- 
ences with important people in Government, the hotel indus- 
try and other vitally interested groups, were constantly 
carried on. 


But the real result is that when the war ends, and America’s 
travel and transportation facilities are again fully available, 
Travel America will get a push, a promotion, a lift, which the 
hotel industry never had up to now. Every city, town and 
hamlet in America will benefit. And every manufacturer 
who sells to the hotel market will enjoy a great upswing of 
business from new and established hotels everywhere. 


The logical and effective way to reach America’s hotel market, 
is through the publications which helped to “start it all.” 
Their names are listed below. 


AHRENS PUBLICATIONS 


HOTEL 
MANAGEMENT 
71 VANDERBILT AVENUE, NEW YORK 17, N. Y. 


HOTEL WORLD- 
REVIEW 


RESTAURANT 
MANAGEMENT 
333 N. MICHIGAN AVENUE, CHICAGO 1, ILL. 


spresentatives: Blanchard-Nichols Osborn, 805 C & S National Bank Bldg., Atlanta 3, Ga.; Blanchard-Nichols, 
iss Building, Suite 2020, San Francisco 4, Calif.; Blanchard-Nichols, 448 South Hill St., Los Angeles 13, Calif, 


HOW TRAVEL AMERICA” GREW FROM A 3-MAN | 
VERSATION TO A NATIONWIDE POSTWAR PROJECT j 


Travel America Poster Lobby Exhibitor 


stg” be | {Seas | | PULEISER “0 00-90 forenoon 


bell WORLD REVIEW 


Luncheon of Postwar Committee, A.H.A., November 1943 


Luncheon of Travel America Society, November 1944 


sa # = Se y : ae ee si on iti MN OF Tae ions ig ae eo “23 & Sees a3 a te ane Pes. Sed rt ‘ F aM 2 ; % ; i} ae eS i es d d ? by eae % a | 3 
; oa “ _ a ae ;, RAREST: _— g ass f » = : 7. ; . 
ee el { ~4 iy, & 7 e's | 
aie 2 i eet —.- oe i. - e< 
-_— = we — s mee | 
- ih, [ gh feo ; 2 ; a ’ * ““ ee vate * : : ee ae ; 
d 45) a a ‘ ee pm ca oa 5 ; ; : % t , r % on ay ‘ae Fs ¥ 
867 hat Se . 3 — = ‘ a f ‘ . “9 
4 +4) ys - Sia : ; ; 4 ; ? y u 2 
o i ¢ | “a 1 % -—) F ‘tig a Ps r . 7 ; 
YO Lik Be P a ‘ — m ae 4 eee ts , , ‘@ 
_— —— ' | ho & wi oe ae % | 
ie ee tf , re ae . a ° | 
— —— < : te 5 Ps Fag we me. ‘ Denote ; 7 xsi cia os. i. : : 
-— +. a “See Ss Le Se =<" | 
593443 YA a 3 ; ' di 4 ey si eat Berm, Ss ‘ é ee. i ee — ; - a ” : 
} r eis = : 3 aa i on Z ae Z ag : fe F ; ¥ ee Agee a a ‘ % , al te. ne + 3 ‘ 
a ae ————S  F 9] 3 os —- i & = “iy ~~ se — [e 
gett % i file - —.) w= es 4 Oe 
i ‘ : a 4 F 4 3 - ‘ Re . 4 Bites Z ’ st 
7 J : ; Ff ie t ' . A a 
ee ia #- ' : ‘ : 
) 2 & - | os | 
vali eS i i 
: mitsieaiSinis MSS ‘ Pines} — . 
TT Ga RON COAT is EUROPE 
ie INEECA* NATIONAL PARKS ~ WORLDS FAIR v: ; ance 
a 
oe. ae, es . ‘ woeut 4 a . AKG 
gf /“ Seed 4 £ A. 9 
ee , | , | | ) : = a | 
bo ape ‘ ‘ oe ae , a, i eg 
, re Lead Car of the New York World's Fair Cavalcade 
ary ee a ae t : 
= ; : ARE RIA mENT a" | 
ions ~ J ¥ . . 
: i. Sam -—- « ) 
‘ es Pact N Ainenica 
- po = 
Travel America Lobby Information Bureau a 
) i si Oe. Wom 1" 
on ; py! ~ - 
ia : oN Me a. 
4 . ae —,* ~ ae 
es os . a / a ig " ’ ‘ete, mre 
Veni eee 
A i oe 7p ie ¢ $ ¥ A \ . muy 
, 2 . ‘ ,  * * 
€ es > 2 
> | 
— re —— | 
J 
a d 


46 


Ex }include a complete home eco-| m2 
Joycroft pands |nomics service including recipe : 
books, consumer service material, 
specializing in in-|; radio copy, and the training of 


Joycroft Writing Service, Day- 
ton, formerly 


dustrial writing, has expanded to|consumer education staffs. 


= 


Models for every purpose, SCALE or ACTUAL SIZE. Any material 
— WOOD, PLASTIC, METAL, CLAY or PLASTER. Rough dummies 


or precision, working models. A fully equipped shop staffed with 


expert craftsmen. BARNES & REINECKE = Indus- 
trial Designers and Engineers * Staff of 18] Ith 
Year * 230 E. Ohio * Chicago 11 * Delaware 6350 


| 


Newsprint Compliance 
Fails to Stop Violations 
Washington, Aug. 23.—On the 
|basis of the enforcement record 


built by the WPB compliance di- | 


vision, there is very little to deter 
| the opportunist and the careless 


'from violating the newsprint con- | 
sumption regulations during the | 


limited number of months they 
|must remain in force. 


An overwhelming majority of | 


paper consumers have played 
four-square during the shortage, 
and religiously confined them- 
selves to their share of the na- 


By STANLEY E. COHEN, Washington Editor. 


their share have been punished 
in such a way that most will pay 
only a fraction of the penalty. 

It was nearly two years before 
the Printing and Publishing Di- 
vision and its industry advisory 
'committees could stir action from 
| the compliance people. When the 
action finally arrived, it consisted 
of “orders” in a dozen or so 
| cases requiring gradual repayment 


of the paper over periods extend- | 


ing in many cases as late as De- 
cember 1946. 

WPB Chairman J. A. Krug 
recognizes that temptation to vio- 
late orders will be strong during 


tional supply. Unfortunately the| the ‘decontrol” 
few who through carelessness, or|has warned 
for other reasons, used more than|strictions will 


A Tribute to the Hardware Industry 


The ‘fundamental place of hardware in all phases of our life’’ 


was explained by Charles J. Heale, Editor of Hardware Age, 
on a nationwide broadcast Sunday afternoon, June 24. 
Chosen to represent the industry on the program ‘‘Your Ameri- 
ca'’ sponsored by the Union Pacific Railroad, Mr. Heale 


saluted hardware men in these words: 


“ OME phase of the hardware industry is in- 
S separably woven into the very fabric of every 
step in human progress of which we have any record. 
It was the Steinman Hardware Company of Lan- 
caster, Pennsylvania, still in business although it 
was established more than two hundred years ago, 
which served as one of the chief sources of supply 
for General George Washington’s army at Valley 
Forge. 

“You cannot have shelter, a bath, a shave, a meal, 
transportation, or carry on your daily business 
without some equipment made available to you 
by the hardware industry. Literally everything 
from a needle to an anchor is hardware and no one 
listening to this broadcast is more than a few feet 
away from something the hardware industry has 
provided to improve living conditions and working 
conditions. 

“Your various electrical appliances, your electric 
iron, toaster, washing machine and coffee maker are 
actually nothing but electrified hardware items 
which your grandparents bought in hardware stores 
Were it not for something the hardware industry 
provides you could not have the radio set which 
brings you this program, nor the station which 
broadcasts it, nor the railroad which sponsors it. 

“Every community that justifies a railroad station 
enjoys the services of a retail hardware store, serving 
the needs of both rural and urban populations, pro 
viding security, efficiency, comfort and convenience 


to hfe as well as the means of making a living 


Thousands of communities beyond the reach of 


railroads are also served by the hardware industry. 


“This fundamental place of hardware in all phases 
of our life has given the industry a great stability; 
and as a result great boom periods do not give it 
blue sky mushroom growth and prosperity. By 
the same token, depressions do not, relatively speak 
ing, drag it down as far as some of our less basic 
industries. 

“In face the longevity of the hardware producing 
and distributing industry is outstanding. Among 
approximately five hundred wholesalers, in addition 
to the two hundred-year firm mentioned a moment 
ago, there are two firms which have flourished for 
one hundred and fifty years each, and more than 
fifty which have passed the century mark. More 
than seventy-five per cent of all wholesalers in this 
field were in business before the turn of the Twen- 
tieth Century. 

“As for the postwar world, it is interesting to ob- 
serve that the hardware manufacturers, probably 
more than any other single industry group, make 
for war purposes essentially the same products 
that they make for peacetime use. As a result, the 
hardware industry faces a minimum of reconversion 
problems, needing only the green light to proceed 
when blessed peace returns. 

“While it may be true that some products of the 
hardware industry are lacking in the eye appeal 
of style and color, remember that every hour of the 
day you can truly join with Union Pacific in saluting 
the hardware industry, which makes it possible for 
you to enjoy the high standard of civilization which 


we comfortably call ‘The American Way of Living.’ ”’ 
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HARDWARE AGE 


Main Entrance to the 


A Chilton 1) Publication 


EAST 42d STREET, 


Great Hardware Market 


@ Charter Member &® 
NEW YORK 


17, N. 


Advertising Age, August 2° 10, r 


forced. Certainly there are yp, n 
effective penalties than a sroperty 
| long “repayment” period 
|Mr. Krug ought to see tl! 
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—. Trends 
| Comptanes division applie bus 
to remaining paper rest) : on 
* * a u x tl) 
Worm Turns Dept.: Amo ¢ 4 oe 
fascinating incidents of th: ex Na fol 
is a report that the Army-N, Fe 1] 
Liquidation Commission lis san 
surplus property overseas i: a }j ecit I 
confused at the moment ovr jp. M' toll 
ability to learn how many py. lan oul 
lications like its French ga. t d 
zine, Voir, will be put up fo» gq) WS igh 
| by OWI Overseas Branch, a ciyjj. i ne 
|}ian agency. As we have bee oistery, 
| hearing it for the past two yea nessengé 
| it is usually a civilian agency com. Meo 78 
| plaining because the milita: wi] SOR 
not tell what they want, or wha ff : 
'they will have to sell. 00 on 
fé 
| Showdown: Still not reconci} 
to ‘upstairs’ FM, manufacture Bullse: 
|} have talked about producing se urrende 
| covering both old and new band the meth 
| but FCC Chairman Paul Port iblishe: 
|is on record with emphatic op- Mi students 
position. By direction of th uncing 
commission, Chairman Porter ad. nission 
|vised manufacturers this wee rd C. D 
that in such a situation “the com- all as 
|mission might take the position nost sck 
that it was necessary to put a ipon 1 
end immediately to all FM trans- 1uiremet 
missions on the old band in ord jiograph 
to protect the public from an un- -eleton 
necessary expense and insure th; ent pra 
the change-over to FM’s new ar ersity f 
permanent home should not 
delayed.” Awake 
istries 
Aftermath: As government un- f postw 
winds its wartime machinery it ustry, 
a good bet that OWI, PAW, WL ave fot 
and ODT will be little more th: tors are 
memories by Christmas. . . Treas- J $200,000 
ury is polishing up plans for con- for the 
tinued sale of “savings bonds Export 
after the Victory Loan this fal lranspor 
using voluntary state committee ', SO 
and retaining the payroll saving the U. § 
plan. . . OPA emphasizes its pric- group 
ing control responsibilities, re- 9 0 by. 
taining its Washington staff in- 
tact, but releasing 22,000 of it Projec 
62,000 field employes. . . WPI series, 
plans release of half its staff resses 
6,900 within 90 days. . . Govern- America 
ment considers a 40-hour wee sources 
without overtime pay, by Sept 100 for 
f 1 
Pe, relim 
Viewpoint: Many of the answeé ade c 
to surplus property disposal re- ectly o} 
main unknown after nearly tv overin: 
years of study. Worm’s eye vit the lists 
from an adman deep in the prod- 50.000 f 
lem is that government will tiv 
the job unless it learns to cut ! 
tape in selling with the same ul! | ‘ 
gency that it cut red _ tap Oins ] 
planning war _ production. ! Pe g | 


something new for a Civil Serv- vith M 
ice bureaucracy to be chargé 
with selling’ billions of doll 
worth of valuable capital 
consumer goods. Neither Buag 
3ureau nor Civil Service 
mission has any _  classific 
for salesmen, copywriter: ! 
merchandisers. Newcomers u 

| 


into legal snarls, find their 
ing papers tied up for wee 
end; finally go home, and 


“Maybe we could do less 
ness if we didn't advertis« 
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Sam with key surplus 
rty jobs vacant. 


Trends: Justice Department 
busters” have been turned 
on 25 major cases frozen ae ' : ee er if 
s the war by an “antitrust a sae gr eo ee ead ae ee 

rm stice’” arranged by Army and ‘s : oer 

‘eM vay for firms in war work. . . Ay i \ | : 

Nes fedcral Reserve experts are mull- r/U es a 


7 : j ty nay ciel aad eat * é 
‘ ng olans for lifting or modifying | Eh re a ea 4; 2 if How / 
’ = “ restrictions which outlawed e 17) ° 


the dollar down, so much per” 

during the war. . . Army 

duck demands evaporated 

pe vernight, releasing looms _ for 
‘tion of bed spreads, up- 

ry, fabrics. . . Shopping and 
nessenger services as well as 
syeeting telegrams are legal again. 
lore cream is available for 

ff .. WPB is asking its 21,- 


00 volunteer salvage committees 
ntinue collections of waste 
fats and tin. 
( tre Bullseye: It was unconditional 
Ng set urrender when FTC questioned 
ban the methods of H. Pettus Randall. 
Porte iblisher of “Who’s Who Among 
tic op- Students of America.” In an- 
Of the yuncing a settlement, the com- | 
ter ad- nission revealed that the “Rich- 
wee rd C. Dooley” listed by Mr. Ran- 
e€ com- all as “among the nation’s fore- 
0Sition nost scholars” and congratulated 
put a upon meeting the highest re- 
trans- juirements necessary for your 
1 orde iography to be listed” was a 
an un- celeton that had figured in stu- 
re u ent pranks at a well known uni- 
-W al ersity for the past 30 years. 
ni * #8 
Awakening: One of the first in- 
ustries to learn the realities 
nt un- f postwar life is the aircraft in- 
ary it ustry, for U. S. manufacturers ( ) ts V4 
k WLI ave found that British competi- 000 000 M0 / } 
e th tors are already started on a P J e 
Treas- 200,000 plus advertising drive 
Yr con- for the Latin American market. 
bonds Export accounted for 25% of ’ : fl 
is fall, @™ tansport plane sales before the But that’s not all they sell .. . furniture and department stores also sell furniture, floor 
nittee * so it can be assumed that hi 1 
saving the U. S. firms individually or as : : ; ains draperies housewares. china assware. 
S pric- group won’t let the challenge coverings, lamps, major appliances, curt 7 P . : , 8 
“os ghee toe 8 To operate all these many departments, these stores need all the news and in- 
of it Project: Commerce trade list ° 
WPB Im series, giving names and ad- formation they can get about all the lines they buy and sell. 
taff resses of potential buyers of P ‘ 1 ~ . 
wiles rncireyp A ati ——— os They get that complete news in only one place: twice weekly RETAILING—the 
wee sources of essential imports for 
a a ee See. a Bee only home furnishings business publication with news coverage that corresponds to 
ised, it has been decided after 5 
preliminary study of changes of ‘Ls: : \ ; 
— S artment stores. 
nsweNMl trade channels in countries di- the many home furnishings departments in furniture and dep 
sal Te tly or indirectly hit by the war. ‘ : -o; 2 y 
ly t ‘overing 85 broad classifications, That’s why radio manufacturers continue to spend more advertising dollars in 
SVE the lists had gone to as many as . a . : bi 1 They 
1 muff 20000 foreign traders in a repre- RETAILING than in the next three home furnishings publications combined. They 
aa entative prewar year. F i , 
a faa loins North C i know it’s thoroughly read in 4,304 furniture and 2,063 department stores that do 
| oins Nort entra 
Ape e * ° a 
. It Peggy Strickland, formerly three-quarters of the nation’s total volume in this type outlet. 
Serv: th Motion Picture Advertising 
hargé service, has joined the sales staff 
{ the North Central Broadcasting 
; et system, St. Paul, Minn. ; 
: st Radio buyers in furniture and department stores also buy: 
c One of a series to show why major appliances. furniture, lamps, floor coverings, house- 
3 Retailing counts with retail- wares, curtains and draperies. 
| ers who count on complete . oe. « « + « Chart of actual percentages on request. 
° 


news to operate in the $9 


billion home furnishings 


market. “Estimated from Dept. of Commerce “Markets Afte: 


the War” and Census of Retail Trade, 1939. 
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The ONLY. Home furnishings )wEWSpaper 


TWICE WEEKLY ° 8 EAST 13th STREET, NEW YORK 3, N.Y 


‘ CH i 
7 ICAGO FAIRCHILD PUBLICATIONS: Retailing Home Furnishings » Women’s Wear Daily + Daily 


) O10 tNG RAVERS News Record * Men's Wear « Fairchild Trade Directories ¢ Fairchild Internacional 
“— a 


—— AP | es | 

aS Cy , 
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Job Hunter Service 
Called Helpful 


To the Editor: Since I’m both 
an employer and a_ serviceman 
I’m placed in a rather unusual 
and advantageous position for ob- 
serving your employment efforts 
for returned service people. 

From both viewpoints it’s a fine 
and helpful service and your or- 
ganization deserves considerable 
praise for initiating and carrying 
out this program. 

Pvt. HAROLD MARSHALL, 
(President-on-leave, Harold 
Marshall Advertising Com- 
pany, New York.) 
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Mail Order Story Clicks 


To the Editor: May I have your 


permission to reprint the article, 


-This duvartnent | is a ey s forum. 


“Mail Order Houses 
| Postwar Sales Boom,” 
in the July 16 issue of ADVERTIS- 
ING AGE? Full and proper credit 
would be given to ADVERTISING 
AGE and to the writer, Robert 
Murray Jr. 

Army Exchange Reporter is a 
monthly publication going to Post 
Exchange and Ship’s Service 
Store officers of the Army, Navy, 
Coast Guard and Marine Corps. 
It is distributed to them without 
cost. 

My interest in reprinting Mr. 
Murray’s article is the fact that a 
very large number of the men in 
these services are on military 
leave from the country’s chain 
and department stores, and the 
mail order houses have contrib- 
uted a large percentage of them. 


Therefore, they are interested in 


Ealters are pom 


Plan for} 
appearing | 


postwar plans and ideas of the 
firms to which they will return. 
B.. < CARL. 
Editor, Army Exchange Re- 
porter, Washington. 
, v 


More Discussion of 


Cigaret Ad Costs 


To the Editor: In your Cre- 
ative Man’s Corner of July 16 
(reprinted from the May 7 is- 
sue), the following statement is 
made. 

“Camels and _ Chesterfields 
used outdoor advertising and 
car cards, not covered in the 
Curtis study, while Luckies have 
used only the three media sur- 
veyed.” 

If you will check this statement 
with the agencies handling the 
Reynolds and Liggett & Myers 


N 1944, Detroit, with 


the Nation’s total population ac- 
of the Country’s 
The dollar volume 
at $1,396,485,000 

(Sales Manage- 
ment Buying Power Survey issue, 


counted for 2.03% 
total retail sales. 
was estimated 
fourth in America! 


May 15, 1945.) 


And in addition to being a BILLION 
DOLLAR retail market, 
has another singular attraction for 
the ease and economy with 


advertisers 


which this market can be 


ge 
eee. 


but 1.47% of 


tion of any 


THOROUGHLY COVERED BY 
a THE DETROIT NEWS 


Here, The Detroit News with the 
largest city and trading area circula- 


local newspaper reaches 


63.8% of all city zone homes taking 
any newspaper regularly. Also, The 
News has been the HOME newspaper 
of Detroiters for more than 71 years. 
It is home owned, home edited and 


79% home delivered in the city and 


Detroit also 


covered. News 


suburban trading zone. 


To make sure of your postwar future 
in Detroit, America’s fourth retail 
market, you must use The Detroit 


The Detroit News 


A.B.C. 


THE HOME NEWSPAPER 


Weekday Circulation, 385.399—Sanday Circulation. 477.711 
Dan A. Carroll, 110 E. 42nd St., 


New York 17 


J. E. Lutz, Tribune Tower, Chicago 11 


accounts, you will find that Ches- 
terfield has used car cards for 
the past 25 years, that Camel 
has used New York car cards for 
part of the period covered by the 
Curtis Study and has also spent 
a considerable amount in rail- 
road trains bringing commuters 
into the city. 

In addition, George Washing- 
ton Hill testified at the trial at 
Lexington, Ky., that Lucky Strike 
used “every daily newspaper in 
the United States.” It has been 
the Reynolds policy, on the other 
hand, to concentrate its news- 
paper advertising in large centers 


of population. Therefore, the 
newspaper expenditures in the 
Curtis study, which are based 


upon Media Records reports of 
the hundred-odd newspapers they 
measure, probably include all of 
Camel’s newspaper expenditures 
but only a portion of Lucky 
Strike’s. (There are about 1,750 
daily newspapers in the U. S.) 
It is also true that Lucky Strike 
has been advertised much more 
extensively in weekly newspapers 
and college papers than either of 
the other two brands. and such 
expenditures also are not in- 
cluded. 

Another point is that the radio 
time expenditures credited to 
Camels include both Camels and 
Prince Albert. (Approximately 
one-third of the Reynolds com- 
pany’s commercial time has been 
devoted to the latter product.) 

The study further fails to in- 
clude radio talent costs, estimates 
of which have been reported for 
many years by Variety, and ex- 
amination of such talent cost fig- 
ures reveals the fact that Lucky 
Strike has spent a much larger 
amount for talent than either of 
the other two brands. 

There are several other bugs in 
this study but the ones I have 
listed are the principal ones. 

PROMOTION MANAGER, 
New York. 
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He Doesn't Like It 


To the Editor: I am enclosing 
a piece of tripe run by Gaines 
Food Company in Collier’s, SEP 
and probably other mags during 


| July. 


It is one of the most disgusting 
pieces of copy that we have run 
across in a long time. Everyone 
in the office is agreed that such 
cheapening of a patriotic theme is 
a pure and simple outrage. Serv- 
ice men overseas who read this 


Advertising Age, August 27, i945 


GETS REPLY—A soldier reader of AA 

castigates this V-Mail ad of Gaine 

dog food for the mixture of patriotism 
and hard selling. 


kind of gush have but one reac. 
tion—and that not printable, by 
I feel sure you know what I mean 
Any copywriter who thinks that 
he or she is furthering the cause 
of morale by spreading this sort 
of stuff around is, or at leas 
should be, due for a sad awaken- 
ing when peace rolls around 
again and the men come back t 
make their reactions known by a 
colossal ignoring of the product 
advertised or its sponsor, who is 
equally responsible for this af- 
front to the intelligence of the 
American people. 

Let’s have a little common or- 
dinary horse sense thinking by 
copywriters before they sit dow 
to their tripewriters and pour out 
this sort of thing. 

Sct. Kart L. IRELAND, 
c/o Postmaster, New York. 
vgy¥$siy’ 


‘Tommy Gunner’ Is Voice 
of Samson's AFL Union 


To the Editor: In view of the 
“Voice of the Union” item unde: 
Ad-libbing in the July 16 issue 
of ADVERTISING AGE, I thought you 
might be interested in knowing 
that our monthly employe pub- 
lication, “The Sam-Sun,”  pub- 
lishes regularly a column writte! 
by one of the shop stewards of the 
International Brotherhood of 
Electrical Workers, AF of L, wit 
which we have had contracts fo! 
several years. 

It happens that the column is 
written under the pseudonym of 
“The Tommy-Gunner,” by the 
| writer's own choice. He has vil- 
' tual carte blanche to discuss an) 


with Beauty, Function, 2 


Designers and Fabricators of Metal, Plastic and Wood 
_ 


pl 
Voht 


MERCHANDISING DISPLAYS 


Point-of-Purchase Displays “powered by 
Display Guild accelerate sales throug’ 
the use of good mechanics and desig’ 
Merchandise displays are expert!) 
planned and fabricated and includ 
metal stands, cabinets, merchandiser 
and dispensers. Let us help you pic 
your post-war displays now. 


Displays for Counter, Window and Floor + Business 100" 
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tising Age, Augus » san 
he pleases, subject only to 
mitations of good taste in 
itical use of other peoples’ 


- imposed by the fact that 
e lumnist does not himself 
rite under his own name. 

as you will see from the 
rked samples I have enclosed, 
.e columnist discusses plant chit- 


nat in addition to wages, work- 
conditions and other subjects. 


Although this column does not 
+ exactly your “Voice of the 
jo] description, it comes 
etty close, and in any event, is 
ailable for wide discussion of 
ion problems if the columnist 
1 chooses. 

| might add that it is regarded 
; unique enough to be given spe- 
ia] discussion at meetings of in- 
iystrial editors locally, and that 
have had inquiries about it 
rom the public relations repre- 
ntative of a large national cor- 


‘ation who heard it discussed 
a regional meeting of public re- 
ations people of that company. 
Of course our union news cov- 
rage is not limited to the column. 
mion elections, picnics and other 
ents are covered regularly on 
he basis of the same news values 
sed in judging other plant items. 

e criterion of union news—as 
a as “The Sam-Sun” is con- 
erned, and this includes all other 
ws—is not sweetness-and-light, 
it rather, its relative importance 

employes and the company. 
This still does not prevent us from 

ing plenty of space to personal 
tems and pictures. I feel strongly 
it there is a place for both types 
material and am supported in 

s policy by both the president 
{the company and its personnel 

inager. 


WARREN PHILLIPS, 

Editor, “The Sam-Sun,” Sam- 
son United Corporation, Ro- 
hester, N. Y. 

- v v - 
ission Performed 
To the Editor: Will you please 
hank the unidentified conductor 
f your Creative Man’s Corner 
me out, come out, whoever 
1 are) for the nice things he 
| to say about our new Mum 
gazineé campaign in the July 
AA. Dr. Starch’s researchers, 
seem impressed, as the series | 
rrently ranks among the top| 

in Starch readership checks. | 
ncidentally or not, Mum sales 
e at an all-time high, too. 


BILL TYLER, 

Chief, Doherty, Clifford 
& Shenfield, Inc., New York. 
Editor’s Note: The message 
s been delivered, but the Crea- | 

Man refuses, understand- | 
y, to come out of hiding. He| 

be counted upon, however, | 

t the high-ranking ads with | 
markable precision. | 


vey v 
asks Ad Techniques 
To the Editor: In your 
le of the ADVERTISING AGE Pony 
n you ask for suggestions 
ut improving it. 
ink it’s a grand job, but | 
like to suggest something. | 
big need, among advertis- | 
men in service I know, is to| 
and/or keep up with late | 
Nniques in writing and selling | 
ertising. 
in other words, I’d like to see | 
nore feature articles, the “How | 
ind instead of most of that} 
that is of very limited ap-| 
i.e., retooling for B-24 cut- | 
WMAQ men, A&P revela-| 
*hilco plans, etc.). 
want ideas more than any- 
else, 
Prc. Harry D. SCHULTZ, 
Postmaster, New York. 
,.¥ v 
Shoe Progress Shown 
lo the Editor: In the May 21 
1f ADVERTISING AGE, on the 
age under “Rough Proofs,” 
s the information that Daly 
will use magazine and 
aper advertising to explain 
istory of footwear from 
1 times to present. 


Copy 


| 
| 
| 
| 
| 


11th | 


rs 


You will be interested to know 
that we have been running a like 
series under the heading ‘Foot- 
gear has always been a 
of man’s progress,” since Febru- 


ary, 1944, for our client, Seiber- 
ling Rubber Company, The first 
ad appeared in the February, 


1944, issue of Shoe Service. Al- 
ready 14 ads of this series have 
appeared. Advertisement No. 1 
featured the skin wrappings of 


the cave man, and No. 14, the 
most recent ad, described the 
“pantoufles” worn during’ the 


symbol | 


|reign of Queen Elizabeth. 
| The series has attracted much 
|comment, and will be continued 


Meldrum & Fewsmith, Cleve- 
land. 


v v v 

Likes ‘AA’ Tips 
To the Editor: I have received 
all editions of your pony ADvER- 


I’ve got a lot of tips, 
teresting reading. 

The paper comes to me through 
courtesy of H. R. Long, man- 
ager of the Missouri Press Asso- 


besides in- 


| Ciation. 


until our research has brought 
footwear through the modern! 
shoes of today. 

L. Woop, 


| 


Lt. Don DALE, 
McCaw General Hospital, 
Walla Walla, Wash. 


Kelley Names Tullis 


Kelley Kar Company, Los An- 
geles, world’s largest used car 
dealer, has placed its account with 


TIsING AGE and like it. I figure|the Tullis Company, Los Angeles. 


49 
New Pinehurst Drive 


Pinehurst, Inc., winter resort at 
Pinehurst, N. C., has released a 
campaign in national magazines 
{for the fall, promoting its golfing 
|facilities. Street & Finney, New 
York, handles the account. 


Janisen to Agency 


| Audrey M. Janisen, formerly 
assistant editor of ‘“Bankameri- 
|} can” of the Bank of America, San 
Francisco, has joined the Conner 
Company, San Francisco, as a 
| copywriter. 


SAN FRANCISCO 


< this great city of destiny 


there are four daily newspapers, 


two evening and two morning. 


The newspaper with the largest 


circulation in the City and County 


of San Francisco 


Bulletin. 


is The Call- 


SAN FRANCISCO CALL-BULLETIN 


REPRESENTED NATIONALLY BY 
PAUL BLOCK and ASSOCIATES 
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FACT NO. 28— 


Paid subscriptions go- 
ing into bakeries IN- 
CREASED by [166 copies 
during the 12 months 
ending June 30, 1945. 
This now gives a total of 
9,676 PREFERRED buyers, 
the kind you want to 
reach. 


BAKERS HELPE 
270 


=105 WEST ADAMS ST 3 
CHICAGO 3 ILLINOIS “= 


70 Broadway, New York, 7 NY 
PUBLISHED EVERY TWO WEEKS 


Canadian Ad Heads Elect 


F, Rex Werts, Vancouver News- 
Herald, has been elected president 
of the Western Daily Newspaper 
Advertising Managers’ Association 
of Canada. A. H. Allardyce of 
the Winnipeg Tribune was named 
vice-president, and James Fergu- 
son, Saskatoon Star-Phoenix, sec- 
retary-treasurer. 


Joins McDonald 


Robert W. Aland, formerly with 
Robert Deibler & Associates, Los 
Angeles publishers’ representa- 
tive, has joined the Los Angeles 
office of Roy M. McDonald & Co., 
publishers’ representative. 


Names Scott-Telander 


Rex Corporation, Burlington, 
Ia., manufacturer of cleaning ma- 
terials, has appointed Scott-Tel- 
ander Advertising Agency, Mil- 
waukee, as advertising and mer- 
chandising counsel. Schedule calls 
for immediate use of farm papers 
and newspapers, with general 
Magazines and radio to follow 
later. 


Wells Joins Agency 


Daniel L. Wells, for the past 
10 years on the editorial staff of 
the Detroit Free Press, has joined 
Campbell-Ewald Company, De- 
troit, on the Chevrolet account. 


ROCK 


ISLAND, 


imes - Democrat 


An Active, Prosperous Market Of Over 200,000 With — 
Retail sales of over $100,000,000. 

Bank debits of over $833,000,000. 

Bank deposits of over $151,000,000. 

Diversified industries for peacetime prosperity. 


Rock Island 


How Advertising Broadeng: 


Davenport, lowa | 
© Moline, Ill. 


Extensive plans for postwar public improvements. | 


Kemember 


ILL. 


Only the Times-Democrat have 100% home coverage in 
Davenport—the largest of the Tri-Cities and the shopping 
heart of the entire trading area. Remember too that onl 

the Times-Democrat have substantial home delivered circu- 
lation in all three cities. One more thing—only the Times- 
Democrat have editorial and business offices in each of the 
Tri-Cities, 


DAVENPORT, 


IOWA 


nn & Kelley, Inc. 
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,q reached 78%, or 150,000 fam- 


eng “pach year since that time, the 
centage of users has increased, 
. nti] in the 1945 consumer analy- 
ii it shows as 86.4%, represent- 
196,000 families. This com- 
presi pres with the original 55.2%, or 
‘honalm3.000 families in 1937. I shall 
t cont attempt to review the adver- 
| eafimcing linage during this period, 
¢ yit the intense competition be- 
initel heen Spry and Crisco is well 
mown 

Ires Bottled Bleach Expands 
rly.” 1 Another product that furnishes 
evetaniqmim excellent example is bottled 
rs’ Sppmleaching fluid. Back in 1935, 
arket N.6% of Milwaukee families were 
937 ing this type of product. This 
howedlimpresented 84,000 families, The 
er Mi e of this product has increased 
users ,leadily through the years, until 
rteningamme 1945 consumer analysis shows 
miljeMmg.9% of the families using this 
the pergmroduct, representing 190,000 fam- 
egetabimmics. The advertising battle be- 
to T4qlmmveen Hilex, Clorox, Linco Wash, 
1939, @™mleecy White, and some 40 other 


ands has undoubtedly been re- 
nsible for this increase. 
Offhand, probably everyone 
inks of packaged coffee as be- 
g very nearly a universal bev- 
age, but we can remember back 
hen this was not at all the case. 
, 1927, the consumer analysis 
owed the use of packaged 
fee as 52.7%, representing 74,- 
)) families; 54.6% of the fami- 
es were uSing bulk coffee. 
‘In 1927 and 1928, package 
fee advertising was opened up 
) Milwaukee in a very big way. 
sI recall it, in 1928 something 
e 138,000 lines of package coffee 
vertising Was run in our news- 
aper. The 1928 consumer analy- 
shows packaged coffee users 
yreased to 53.7%, but in 1929 
packaged coffee users had 
ached 60.6%; and so on through 
me years until the 1945 consumer 
nalysis which shows 96.8%, rep- 
esenting 220,000 families. We 
elieve this is a real tribute to the 
mpetitive advertising and mer- 
andising of such brands as Hills 
Eight O’Clock, Maxwell 
fouse, Roundy’s, Manor House, 
ar, Chase & Sanborn, Beech- 
t, Del Monte, and others of the 
8 brands now on the market. 


Lard Shows Same Trend 


A more recent example is in 
ackaged lard. In 1944, 56.9% of 

families, or 128,000, were 
ing packaged lard. In _ 1945, 
16%, or 149,000 families, are 
sing packaged lard. The pro- 
tion of Swift’s Bland Lard dur- 


g 1944 in this market is, un- 
ubtedly, responsible for ‘this 
rease in users. 

‘Another interesting example 


in peanut butter. In 1938, 55.3%, 
' 105,000 Milwaukee families, 
fre users of this product. By 


merchandising of such brands as 
Beech-Nut, 
Peanut Crunch, 
among the 73 brands in the mar- 
ket have had a great deal to do 
with this. 


dyes as being a common house- 
hold product, 


51 
1941, the use had increased to!'927 only 34.6%, representing|resenting 153,000 greater Mil-;of the type of product, undoubt- 
63.3%; and in 1945 the percentage 65,000 greater Milwaukee fami-|waukee families. Undoubtedly, | edly builds up the market through 
is 83, or 188,000 families. With- lies, used this type of product.|the advertising and promotion of | accumulated educational value.” 
out a doubt, the advertising and By 1942, the use had reached|Drene, Fitch’s, Paimolive, Wood- 


40%, and in 1945 it is 49.4%, rep- 
Pan, Skippy, | resenting 112,000 families. Think 
and many others of the competitive battle Rit and 
Tintex have waged during all of 
these years. 

“In 1937, 39.4%, or 74,000 fam- 
“We think of package fabric/ilies, were using liquid shampoo. 
| By 1941, this had reached an even 
and yet back in 50%, and in 1945 it is 67.5%, rep- 


bury, Wildroot, Halo, Kreml, and 
the other 144 brands on the mar- 
ket had much to do with this. 
“We could go into a lot of de- 
tail, but I believe these high spots 
prove the point: Competitive ad- 
vertising, provided it is not 
vicious enough to destroy the 
faith of the people in the merits 


Peter 


THE ARTKRAFT* 
Division of 


All Types of Signs 
*REG US PAT OFF 


SIGNS OF LONG LIFE" | 
FOR QUANTITY BUYERS 


SIGN CO. 


Artkraft Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


The World's Largest Monvufocturers of 


i. $66,600" 


_ PHOTOS 


Lys of Hite 


SEATTERING 
ALL TRADITIONS Tie 
yy The President of the American Iron and 


Steel Institute in a recent newspaper article predicted 
that stockings woven of gossamer fine threads of stainless steel 


nylon are already being produced. 


Whether we eventually have steel hosiery or not is relatively unim- 
portant. But the fact that manufacturers are even thinking of such an 
innovation indicates their willingness to shatter traditions to make 
things better or faster or for less . . . a characteristic of American 
Industry which has served us well both in war and peace. 


CONSOLIDATED Coded’ PAPERS 
AT UNCOATED PAPER PRICES 


In the publishing and printing field enamel-coated paper was for years 
in the “luxury” class... beyond the reach of many printing budgets. 
Then, in 1935, Consolidated shattered traditions by producing coated 
paper so speedily and economically that prices were materially reduced. 


Consolidated provides economical, high-quality enameled papers on which prod- 
ucts can be beautifully reproduced in one or many colors. Thus it helps reduce costs 
of fine catalogs and brochures as well as the cost of advertising in publications. 
In fact, some of the inspiring magazines which are sold today for a few pennies 
might not be possible were it not for the modest cost of Consolidated Coated. 

Low price is only one of the characteristics of Consolidated Coated Papers. 
They have strength to stand up on today’s high-speed presses... bulk and opacity 
... and, most essential, both sides have uniform, glossy-smooth, enamel surfaces 
on which the finest half-tone engravings can be faithfully reproduced. 


These quality enameled papers also aid our war economy. Produced faster 
than conventional coated paper, their manufacture requires 
a minimum of man-hours while a greater tonnage is 
produced with lesser amounts of materials needed for other 
war essentials. 


CONSOLIDATED WATER POWER 
& PAPER COMPANY 


Main Offices: Wisconsin Rapids, Wis. 
Sales Offices: 135 So. La Salle St., Chicago 3 


FAMOUS BRANDs 
PRODUCTION GLOss 
MODERN GLOSg$ 
pRODUCTION 


may compete with nylons after the war. Steel threads as fine as silk or 
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Hills Bros. Names 
Shinnick Ad Head 


William L. Shinnick, for the 
past two years on an overseas 
assignment with OWI, has joined 
Hills Bros. Coffee, Inc., San Fran- 
cisco, as advertising manager. 
Prior to joining OWI, he was an 
account executive with Benton & 
Bowles, New York, and had pre- 
viously been connected for many 
years with N. W. Ayer & Son, 
Philadelphia. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily—each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours dally 
to bring you coverage of today's best- 


spending customers . . . 100,000 readers 
daily! 
* * THE *« * 


NEW HAVEN, CONN. 
JOURNAL-COURIER 
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=X, How Business and Industry Are Preparing for a Peacetime World, 


a 


Weekly Newspapers Set a few cases, will publish daily. 
for Peacetime Expansion | Although the survey did not 
Weekly newspapers in the U. S |ask just what the publishers in- 
will hire 21,000 additional work- tend pl a ge A list = agai 
}ers, will invest more than $10,- men, Wane ey sajd they wil 
|000,000 in equipment and will use |>UY makes it clear that the total 
more pictures in the future, a cost will run into eight figures. 
survey conducted by The Ameri- Many of the publishers intend 
can Press reveals. to buy heavy equipment — 27.6% 
The survey figures show the pg le — . eae a por 
greatest number of personnel will ; ng plan to buy a jo pecss Sh 
be added to shop departments, 17.2% plan to replace their old 
with 12,482; next, the advertising |‘*¥Pesetting Machines. P 
departments with 3,835; 3,346 will Se a 


be hired for editorial work and |™0°re pictures in weekly papers 
2,068 for office work. /was seen from the number of 

Some of the publishers indi-| Publishers who intend to buy 
cated that their expansion plans|C@ameras, photo engraving equip- 


|ment and offset presses. 

| The majority will buy new type 
|faces, the survey revealed, as 
| well as purchase such new office 
|equipment as typewriters. Several 
|of the publishers are planning to 


call for giving jobs back to vet- 
erans, many of whom have never 
been replaced. A number of the 
weekly publishers said that they 
plan to go from a weekly into 
semi-weekly publication, and in 


N 18-CARAT RADIO IDEA 


What can a jeweler DO to 
commercials out of the dull 
tionality? (And what can a 


of jam or jodhpurs do, either, for that 


91 
matter?!) 


There is an answer. 


Sonovox is an exclusive, patented means of 
speaking words in all sorts of unique voices. 
It produces such attention-arresting “air- 
trademarks” as the Lifebuoy talking fog- 
horn and the Bromo-Seltzer 
Sonovox makes commercials far more dis- 


This 


tinctive and memorable. 


It's Sonovox! 


lift his radio definitely proved by the fact that, on shows 


rut of conven- using Sonovox, sponsor-identification rat- 
manufacturer ings have been increased an average of 
44%! In other words, Sonovox gives the 
extra punch that makes people listen to 
commercials — remember the name of the 


store, or the name of the product. 


Now Sonovox is available not only for big 


national shows, but also for a few care- 
fully-selected, blue-ribbon local accounts in 
key markets. Progressive jewelers, for in- 
it 


builder. If you want the facts, drop us a 


talking train. stance, should find a real business- 


has been line today. Auditions gladly arranged. 
i ~ ‘ ao 


\ WRIGHT- SONOVOX, INC. 


“Talking and Singing Sound” 


FREE & PETERS, INC., Exclusive National Representatives 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 111 Sutter WOLLYWOOD: 6331; Hollywood ATLANTA: 322 Palmer Bldg. 


Franklin 6373 Plaza 5-4130 | 


Cadillac 1880 Sutter 4353 Hollywood 2151 Main $667 


'crease his amount of equipment | 


build or occupy a new building, 
while one said he intended to in- | 


| 


by 300%. | 
| 


Stress Local News 


In answer to a question con-| 
cerning improvements and | 
changes, 56.4% of the publishers | 
said they intend to increase the 
use of pictures. The next most 
mentioned improvement was 
“more local news.” The article 
asserts, “Many of the publishers 
realize that local news is the 
thing that has saved them from 
being hurt by radio and will save 
them in competition with tele- 
vision. They point out that no 
medium can offer much competi- 
tion to the small town newspaper 
so long as the newspaper remains 
the only source of news about 
what is going on in the local 
area,” 

More than half the publishers 
plan “to dress up” their classifieds 
or employ new methods of in- 
creasing the sale of classified ad- 
vertising. Over 25% of the pub- 
lishers are planning to increase 
their editorial pages, while a large 
number plan to change headlines 
styles and to use a new body. 
Several said they will increase 
the number of pages and quite a 
few will change from a 13-em to 
a 12-em column, while one pub- 


lisher plans to get a two-color 
press so he can use color in every 
issue. | 
tk * * } 

The Greyhound Lines’ five-| 
point program which it will put 
into practice simultaneously with 
lifting of restrictions by the gov- | 
ernment, includes new _ super-| 
coaches, terminal facilities offer- | 
ing greater convenience, operat- 
ing schedules tailored to meet 
community requirements, hun- | 
dreds of economical all-expense | 
tours and expansion of the Grey- | 
hound “Post House” service. | 
The projected super-coach, 
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Why bea RUBBIT? | 


She goes crazy rubbing smi 
pans with messy dish rags. 


chy 


BRWUWLO Wiz! 


A Brillo Whiz scours sticky pans 
easily, quickly—with Brillo! 


“Brillo’s fast!’ she says. 
Get square metal-fiber 
Brillo pads today! 


Either Brill 
Soap Pads—red 
box. Or Brill 
Cleanser — pads 
and soap sepa- 
rate—green box 


ENTER THE RUBBIT—Brillo Mfg. 
Brooklyn, through the J. Walter Thon; 
son Company, New York, is running th 
72-line copy in about 45 newspape 


throughout the country. 


magazines in September. 


Insertions 4 
86 lines will appear in issues of wome 


styled by Raymond Loewy 


Greyhound engineers, will accon 
in upp 
}and lower compartments, its sea 


modate 50 passengers 


Bible to Outdoorsme 


because of its professional appe 


Many of the 75,000 
: sportsmen who read Fur- 
FISsH-GAME supplement 
their income by outdoor 
activities such as trapping. 
To them FUR-FISH-GAME 
is a trade paper that not 
only provides exciting 
stories on hunting, fishing 
and trapping, but also gives 
them trade news on when 
and where they can get the 
most for their furs. Ft 


FISH-GAME readers have 4 


year around interest in the outdoors that is deeper than 11¢ 


ordinary vacationist’s. 


Besides outdoors equipment they are interested in auton 


biles, tires, tobacco and kindred 


personal and household ne« 


If you want keyed inquiries, results and sales, try FUR-F! 


GAME. Dollar for dollar of investment, it ranks high in : 


comparison. It carries more classified advertising than < 


other outdoors magazine. 


We have a few color covers available in 


1946. Write us for dates and quotations. 


The A. R. Harding Publishing Co. 
175 E. Long St., Columbus 15, Ohio 
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27, 1 vertising Age, , 
. wider and more deeply| viewers to use for instruction and | $169.50, the company stated that|lic relations of the RCAF at Ot-| Majestic radios and appliances, 
‘nioned, air conditioning will|for administering and scoring|more models will be added as| tawa headquarters, has been ap-|De Forest radios, Gibson refrig- 

temperature and humidity, | tests. Interpretation tables are production increases until there} |pointed manager of the newly-|erators and ranges and other 


proved 
tter weight distribution 
| to riding ease. The com- 


4) communication 
‘ and urban stations for 
ster safety and service. 

e @ © 
while metallurgical and process 
nents of the war period 
fect the manufacture 


N / v trucks, changes will be pa 
; 1 and not too radical, Robert 
a « assistant to the president, 
ot ite Motor Company, declared | 
Wi 4 cent issue of American | 
% tor Carrier. 
minting out that many de- 


pments will depend upon the | 


aa hilability of high octane gaso- | 

e Mr. Cass says, “. . . It is con- | 

. ible that we may have pre- 
2) 


fuels as high as 90 octane, 
ossible house brand gaso- 
» of 85. If such fuels can be 
ained generally, then engine | 
elopment will march ahead at} 


* airly accelerated rate. If, how- | 
a, r we are going to have the| 
© jard 


y pans th a } 


house brand at around | 
. 80 octane, then we can look 
Brill design refinements without 
$—re y major changes.” 
Brill , 
mae ‘Yom a survey mode by the 
mbes erican Association of School 
, ministrators last fall, estimated 
sai ol building needs total $676,- 
00, it was reported in School 
nagement. 
Mfg. C a great number of cases, 
er Thoms ling sites have already been 
inning Wiiermined, architects have been 
26 es: loyed and final specifications | 
ertions | ready. In reply to the ques- | 
Hf women “What per cent of the total | 
ed t should your district receive | 
the federal government?” | 
ewy el rintendents reported from 20 | 
ll accongim™ 100%, with 50% the mediam. 
in upp 
its seamen a move to hehe gas com- 


nies, distributors and dealers 
ect competent salesmen, the 
yant Heater Company, Cleve- 
i, has engaged the Personal 
1é search Institute, Western Re- 
ve University, to prepare spe- 
| selection procedures, 
Heart of the project is the Bry- 
t Sales Talent Indicator Test, 
sed on five major analyses of 


ped 


ipplicant’s capabilities. Check 
000 ies have shown that 82% of 
CUR salesmen thus chosen will be 
e the average of men em- 
nent ed through methods now com- 
nly used. 
door [he system provides an indi- 
sine. lual filing unit for each appli- 
‘ nt, which includes, in addition 
AME the STI test, a weighted ap- 
iin ition blank, a regulated inter- 
1 


form, a salesman classifica- 
n test and a mechanical apti- 
€ test, 
{manual is provided for inter- 


ting 


hing 


riVeS 


rhen 


shock absorption]inecluded to guide the employer | are from 22 to 25 models. 


making tests in two-way | 
between) 


that capacity at its Sunbury, Pa., 
plant is about 5,000 sets per day. 
of | Beginning with six basic models, 
|ranging in 


| formed Bureau of Industrial Serv- 


| products of the company. 
ice (Canada) Ltd. The bureau is 


in making the best use of test| Pig Bagger oo gh mage A ae |a subsidiary of Young & Rubicam 
results. | Ply - : a“ rie ae ood | Ltd., and an affiliate of the Bu- 
+e 4 | esernggaes plone : e weak coe |reau of Industrial Services, New 
i ; P en ouse name eventually, but mean- | york 
Westinghouse Electric Corpora: | : : ‘ ; . 
' oe : ae ne |while its tubes will be shipped ial 
‘sion, in showing its new line of|is"cartons supplied by major tube | , | 
7 , F companies. Willis is Ad Head Mh sevesic 


RAS 


ae LETTER Ura toa 


I. D. Willis has been appointed | THE LI 
Brown Heads Bureau |advertising manager of Rogers 
_ Gerald M. Brown, until recently | Majestic Ltd., Toronto. He 


- of information and pub-|supervise advertising for 


T'S | | 481 8. Dearborn St., 
will | 
Rogers | 


Chicago 5, Illineis 


price from $24.95 to 


| 


’ different 


ant artichokes and rhu- 
January, roses bloom in 
er, tuberous begonias in 
| season. You have to learn 
ng all over again, and 
n it from Sunset, The 
ne of Western Living. 
iset was five-to-one choice | 
rdening information in 
td University Survey.) 


E RANGES FROM 
BEETHOVEN 


*J. D. CALLAGHAN 
"The Music Critic’’ 


Y | SHE lot of the music critic must be a pleasant 
one. From his free seat in concert halls to 


writes, 


which he 


standing room in “boogie-woogie”’ palaces he sets 


hands, about occasionally 


down his jottings on the ‘‘dulcet notes”’ (and others) ; . ' . 84 
Yes, J. D. Callaghan officially is the music critic 
that emanate from brass, woodwinds and violas, or ee ee . 
. of The Detroit Free Press. But he is also one of 

the cultured throats of coloraturas. bah 
that imposing company of fast-moving, quick- 
That’s thinking, 


Free Press. 


J. D. Callaghan’s job at The Detroit 
Not that ‘‘Cal” 


smooth -writing folks who comprise the 


spends all of his time editorial staff of this newspaper. It is the team 


on octaves or oratorios. His fame as a dispenser of work of these men and women, day and day 


keen, Irish-wit-comment on the doings of the out—their daily departure from the common-place 


town is fully equal to the reputation he has and the ordinary in reporting that makes The 


acquired for his polished communiques from the Detroit Free Press best-read, best-liked in Michigan. 


It is their work which also makes advertising 


next 


fronts of music land. His versatility in prose 


is as fascinating as the activities of Stokowski’s to their columns, a best-seller. 


Dhe Detroit Free Press 


JOHN S&S, PUBLISHER 


“A DYNAMIC PAPER SERVING DYNAMIC DETROIT” 


KNIGHT, 


D. 
Kam i Naa 


va: BO 


THE DETRO 


oo uervies 


%, 
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“For the most distuteveted and Pie: ao 8 mS public séeTU- 
we rendered by any American neu spaper during the year 


\ 1944.” Pulitzer Medal Award to The Detroit Fre Press. 


_= 
° eee 
: yg — FILLING-IN 
lutchy J 5 
= My ith —_ a <: 
I ok . iy a ’ mgt ? 
a “Cat | ee ——- ba E ; 
! (by — 7 
a ea ~~» 4 BOOGIE- 
ae ~~ Bi WOOGIE 
—  f a 4. . % e > Se : 
sa ey a anes - ° b ej ee? 
a a ees a 7 _ ,) 
ss s { ’ A 
—_— . 9 4 A, , 
| 
| 4 
ee ee eee | 
ee 
| : 
— a , 
| a 
— a 
__| 
= | 
= &.. ; a | 
ae a a a a ee 
ve a = 
re = Se z 1 
8 s =a fc 4 ee 
EC'S. bar a ° oo AE = 
lad, ircening sy | ee 
chi | 
: | ee 
pe k : 
| rs all | 
ee —_ ee ne ee ‘ — Ps eget, * ; 


54 


Plagens to Capitol 


George H. Plagens, sales pro- 
motion copy chief of the Co- 
lumbia Pacific network, has left 
CBS to join the advertising de- 
partment of Capitol Records, 
Hollywood. John Asher, present 
sales promotion production man- 
ager, will become copy chief, and 
Leslie Ecklund of the sales pro- 
motion department will succeed 
Mr. Asher. 


series of recollections. 


Just as it is well not to expect 
readers to remember advertising 
and the advertised product very 
long, I believe I found it was well 
not to expect 
them to re- 
member a long 
list of reasons 
why they 
should buy the 
product adver- 
tised. 

Ordinarily, I 
did not, when 
doing my first 
work for a new 
client, read the 
campaigns pre- 
viously run. It was after reach- 
ing my own conclusions that I 


H. C. Briney 


Recollections... VIII 


Recently retired after 34 years in advertising, mostly 
in agency work, Mr. Briney recalls some interesting oc- 
currences and outlines his advertising philosophy in this 


BY H. C. 


BRINEY 


would compare the _ prospective 
and the past advertising. 


Too Many Reasons 


In one case, along about 1925, 
where I made an exception I not 
only read the past advertising but 
made a list of the selling points 
or consumer appeals used in it. 
There were 150 odd. I had re- 
membered enough of my college 
psychology course to realize that 
asking anyone to remember 150 
reasons for doing anything was 
just expecting too much of any- 
body and, I thought, especially 
when they were reasons for buy- 
ing a product. 

Some of the reasons used could 
be grouped under one appeal and 


Designed by Geyer, 


New 
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Cornell & 
ell, Inc. for the Hat Corporation 


of America, these posters, window 


and counter cards were lithographed 
by CONTINENTAL in all their 


true color values from original 


paintings and kodachromes. 


THE SEAL OF LITHOGRAPHIC MERIT 


bie ontine 


nial 


others I believed I could ignore, 
just as the readers apparently had 
ignored almost all of them, if 
earier sales were a basis for judg- 
ment. I concentrated and elimi- 
nated until there was a list of just 
five reasons why a householder 
should buy this product. 


The Job Gets Done 


Maybe a better five could have 
been selected. Maybe there 
should have been but four, Maybe 
a sixth would not have wrecked 
the campaign. All I know is that 
five used consistently and con- 
tinuously did the work. 

In connection with this adver- 
tising I want to pay a tribute to 
the client, Pickands, Brown & Co., 
selling Chicago Solvay coke. If 
he tired of the repetition of the 
five reasons given the householder 
for buying his product he never 
said so. All too often, I believe, 
an advertiser gets tired of his own 
advertising and I often have said 
that one of the greatest services 
an agency can render a client is 
to keep him from that tired, bored 
feeling. He seems to forget that 
he sees a lot more of it than does 
the consumer. 


Don’t Follow the Leader 


Anyone long in _ advertising 
probably, unless he was serving 
the leader, has had to contend 
with the desire of the second or 
third in an industry to follow the 
leader. 

At one time I was writing the 
copy for the company in third 
place in an industry and in keep- 
ing away from the leader’s style 
I had the support of both the sales 
manager and the advertising man- 
ager. Things were going along 
all right when there occurred one 
of those big blow-ups that will 
happen in an organization. 

For a time the head of the com- 
pany was almost the whole works 
and one day when I showed him 
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“You cant 


concentrated 


third largest 


many needs. 


TORONTO 
New York: DAN A. CARROLL 


TORONTO IS A 


on one wing_ 


And it is equally impossible to cover the 
Toronto market completely without using 
The Evening Telegram. Its 170,000 readers, 
in the heart of the richest 
consumer market in Canada, comprise the 
group of English-speaking 
newspaper readers in the Dominion. 
readers are responsive to sane selling copy 
and have been trained for sixty-nine years 
to turn to it automatically to satisfy their 


Tue Eveninc TEevtecra™ 


the next advertisement he ,,, ie 4 
turned it down complei«ly’ mm. “alv 
: . -* ac 
might possibly have sold him ; willow. 
right then I felt it was har yang 
worth the effort and besides | », I 1 
seen on his desk something thi pic ori 
inclined me to have a bit of ; po 
with him. 1b 
Tae " 
Classy Set Up ble, eo: 
In the afternoon I was back nd 
his office with other copy for ¢JMMade still 
next advertisement. He read MMecutive. 
initialed it and was handing , 
back when he gave me the chang As 
I was afraid I was going to midm We did 
as I wanted the opening to confmaring th 
from him. “That’s good,” Miiient wh 
marked. “Now give me a pimertiser. | 
classy set-up.” xecutives 
“Oh, I'll do that,” I said. “p@ianagers, 
give you one just like that , re calle 
you have on your desk.” hen que: 
A Competitor’s Copy pet B 
“What do you mean?” he askemmm modificé 
And then I told him I had nolmmpractices. 
ticed on his desk that morning Then V 
when he turned down my copymising and 
the advertisement his competit™mwere to C 
had run in the morning papers, pad push 
“So I went back to my officgmord of 
and got out the morning paper, nd of co 
continued, “and this copy you jyg™he least, 
O.K’d has exactly the same nunggpightily : 
ber of words and as nearly thqmgnat time 
same words as I could use withoyfm™mgency’s 
merely having one of the girg@™mnd form 
type that copy with only a changgmmuction, 
in name. Now I'll give you a ses well a 
ting as nearly like that as ¥ Questi 
dare use and everything will | 
fine.” And then, as Chick sig™g The pla 
used to say in his vaudeville meet 
port of his interview with Tediqgmpeuuive s 
Roosevelt, he saw I had ’im ved 
he didn’t contradict me but wavegmellcers—t 
his hand and said, “Go jmp! it all 
Briney. Get the hell out of here q™m¥Urins 
I left grinning and left him grin ve Sper 
ning. ertising. 
The sad part of the story is t! era 
the company still is third in ig™ “°™Y? 
industry. The moral is that < mn Mm) = 
ven Wwro 
g had r 
ild me 
a 
tisin 
from 
Then I 
] doll: 
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is inelined to follow the 
der always will have a leader 
follow. 
There was a second client, to 

I was grateful, who stuck 

wriginal kind of advertising 

possibly tired of it. I was 
teful because of a letter I was 
sje, after some years, to write to 
ne of the executives of the com- 
ny and because of a remark, 
‘ade still years later, by another 
cutive. 


A Job of Preparation 


lid a thorough job in pre- 
ring the advertising for this 
jient who had not been an ad- 
ertiser. We consulted main office 
xecutives, branch managers, plant 
managers, individual salesmen. 
ve called on some dealers and 
nen questionnaired hundreds of 
hem. Finally we had an adver- 
ng plan that coordinated with 
mod fication of the client’s sales 
actices. 
Then we prepared the adver- 
and selected the media that 
were to carry out the plan. As I 
ad pushed the pencil for every 
word of questionnaire, of plan 
nd of copy I was familiar, to say 
he least, with the account and 
mightily interested because up to 
hat time I had not heard of any 
gency’s presenting so complete 
nd formal a plan covering pro- 
huction, management, and _ sales 
s well as advertising. 


Question: What Did We Get? 


The plan was adopted in a gen- 
11 meeting of officers and ex- 
ves and after it had been 
bllowed for six years one of the 
‘s—maybe one who was tired 
it all—wrote and asked me: 
During the past six years we 
ve — a million dollars in ad- 
ising. What do you think it 
done for us?” 
Inmy reply I tried to be modest 
m my defense of advertising and 
ven wrote that maybe advertis- 
had not done all the things I 
ld mention but that the com- 
accomplishments and its 
ertising could not be divorced. 
from the other. 


What He Got 


Then I pointed out that a mil- 
jon dollars in six years didn’t 
unt to a cent per capita in the 
Jnited States and yet his com- 
any had built a big, efficient 
ant to increase production and 
}a fine home office administra- 
lon building. Distribution had 
xpanded from aé sectional to a 
tional scope. Volume had gone 
DP from three and a half millions 
year to more than twelve. 

And then came the strongest 
mme endation of advertising: 
_— volume was sold on a 
ble basis. No longer were 
s cut, sometimes to cost, to 
et the business. Consumers had 
arned to know the product, to 
lieve in its quality, and to pay 


ising 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England.With 
&@ minimum cost you reach 
urban and suburban popu- 
lation. 


“Independent Survey of Providence Bulletia 


the dealer’s asked price. My letter 
seemed to be an answer to him 
because he started no argument 
about any statement in it when he 
acknowledged its arrival and 
thanked me for writing so fully. 


Still Following Plan 


Then years later, when I had 
long ceased to be the agency man 
on the account, I met the sales 
manager on the street. In our few 
minutes’ chat he said, “I wish you 
could have been at our sales and 
advertising meeting last week. 


That plan you wrote for us years 
ago is just as sound, just as up to 
date today as it was the day you 
read it to us for the first time.” 
Yes, advertising techniques may 
change and improve but I wonder 
what if any change in underlying 
principles ever has occurred in 
advertising. Posters, for example, 
do not today look like the posters 
in ancient Rome but they seemed | 
to be good advertising for the cir- | 
cus then und seem to be good ad- | 


| vertising for the circus now. | 


|Promotes RKO Show 


International Pictures, New 
York, will spend more than $400,- 
000 on advertising through Bu- 
chanan & Co., New York, for “To- 
morrow Is Forever,” an RKO re- 
lease. The picture will be pro- 
moted in 30 national magazines, 
newspapers and business papers, 
outdoor posters, painted signs, 
and with a radio budget three 
times that of any previous Inter- 
national picture. The picture stars 
Claudette Colbert, Orson Welles 
and George Brent. 
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| Shopping News’ Moves 

The Los Angeles Downtown 
Shopping News has moved to new 
offices in the Subway Terminal 
building. 


ST. «83 3 SE FF 


PISSCURIS SANT 
nd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


eae and material dealers have 
asked us for, and will get (as soon as 
publishing conditions permit) a previously 
announced master catalog file of building 
products and equipment data. 

Replacing the present costly and 
inefficient method of putting individual 
product and specification data in the 
hands of the lumber and material dealer, 
the BSN Catalog will provide an efficient 
and economical means of getting and 
keeping complete information on your 
products at the fingertips of 20,000 
lumber and material dealers. (Do not 


PUBLISHERS OF 


PRACTICAL BUILDER AND 
FIVE OTHER BUILDING PUBLICATIONS 


Lu 


A com 


The 
N Catalog 
for 


mber and 


plete “filing sytem” of 


manufacturers’ catalogs in 
one handy, permanent volume 


confuse this Catalog with the January BSN 


Dealers Directory Issue). 
Published for and d 


istributed to the 


men who will supply the materials and 
home operating equipment for the vast 


building program just 


ahead, the BSN 


Catalog will provide a sales insurance 
that should be an integral part of every 
building product sales pian. 


To be published by 


the publishers of 


BUILDING SUPPLY NEWS, First publication 
in the lumber and material dealer field. 


For further informat 
representative or write 


BUREN ST. « CHICAGC 


ion ask our BSN 


INDUSTRIAL PUBLICATIONS, 
59 EB. VAN 
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’ ’ . | Eve will sell for five cents. 
Eve, New Chain | Three of the largest food chains 


j}are said to be cooperating with 


Store Magazine, | the publishers, and a_ separate | 


edition of the sample issue has 


RICH F ARMS— 82% to Appear Oct. 1 {teen made up for each of the 


- as great as 


kK A NGS AS . | advertising for manufacturers in 
Entire State of and named Eve, is scheduled for|the grocery, drug and home ap- 
TULSA OKLAHOMA Oct. I publication, according to | pliance fields. The edition break- | 
* the publishers, The Family Circle | qown is planned to permit adver- | 
to Magazine. a |tisers with less than national dis- 
o K UL nw Oo M.A Eve will be similar in content| trjpution to place advertising in 
to current women’s service maga- 

' . : lca ‘ editions circulating in their own} 
KVOO's Daytime eae * - gage. te cities | sales areas, a system which par-| 
esas short stories and general articles, | ajlels the advertising flexibility of | 
Half-Millivolt Area and a number of departments of|Tpe Family Circle and other 

home interest. Innovations in| chain-store magazines. 

This includes the bonus counties in Missouri, Kansas, and Arkansas, format are said to include a new| ~ 


New York, Aug. 21.—A sample | 
issue of a monthly magazine to be | 
distributed through chain stores 


chains. Each planned edition will 
carry advertising of the chain’s| 
|own products, as well as national 


making the KVOO market the best buy in OKLAHOMA — truly type of advertising index. Trim Issue Classified Hints 


size of the 


Oklahoma's No. | Market. 131, The 


magazine is 10%x 


coated cover stock Parish & Phillips, Miami, classi- 


will be printed by letter press;| fied advertising counsel, has is- 


re the inside pages printed entirely | Sued ee — a. — 
é in rotogravure. Four-color is used| “SINS Vetineator to —— 
ES 50,000 WATTS both - the inside cover and in- | R€wspapers in the United States 
- TU LSA OKLAHOMA id T . 1 | and Canada. The booklet includes 
Es se ’ é side pages. ne sample issue|hints on classified advertising, 


carries 32 pages of sample adver-| with 
tising. According to present plans, | for all types of real estate. 


sample descriptive phrases, 


No other class medium 
teaches so many high- 
income prospects. 


FLYING alone taps this 
market's mass buying 
power. 


Most prospects per edver- 
“fising dollar. ’ 


Manufecturers reach dis- 
tributer es well as con- 
sumer markets. 


FLY? 


Air-minded editorial pol- 
icy attracts plane-thinking ; | 


LY! 


nqui ie 


———— 


readers. 


market. 
:S<} ZIFF-DAVIS PUBLISHING COMPANY ews 


vad 


roadest cov 


re pulled from every level of 


pac pe 5, onmeaes 


2 % 
Beet 3. | 


aS tans’ 


Today, advertisers to the post- 
war aviation markets are pre- 
paring for the break in the 
overcast of wartime condi- 
tions. 

To space-buyers and adver- 
tising analysts this suggests 

the highest circulation, the 
on dhe in the field— 236,648 ABC. 


viation|interest slated for earliest activity. 
vee g\fixed base operators and private 
\ | rs |the ¢oyerage of FLYING is phenom- 
nal + vital doverage of a vital post-war 


Get the story and get a FLYING start. 


185 N. Wabash Ave., Chicago 1, Iilinois 
ork * Washington ¢ Los Angeles « London « Toronto 


Flying . Plastics . Popular Photography ° Radio News . Radio Electronic Engineering e Industrial Aviation 


‘New Book Cites 
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Need of Trained 


Postwar Salesme 


New York, Aug. 22.—-‘Sa; 
men for Tomorrow,” by Davia y 
| Osborne, training director of 4, 
|Studebaker Corporation, ), 


| Bend, Ind., has just been rele, uni 
by Harper & Brothers. y 3 
| The 222-page volume nt taffs wer 
| material, gathered by Mr. ode (inal 
| borne from many sources. whjdlampaign 
may be used by sales execut; ertising 

and personnel directors to se tober é 
| better stage for the new erg ill prob 
| marketing. The volume costs ¢ formatic 
| In the foreword of “Sales , 

|for Tomorrow,” K. B. Elliot: ‘while 1 
|president in charge of sales { ; . nur 
|Studebaker, declares, “There ; a og 
|no question as to whether chang, ore 

must be made. Ours is rathe n. em 
problem of deciding where dire 
how.” hodifving 


Mr. Osborne presents his ; 
terial in logical sequence to q 
home his contention that my Tenta 
missionary work must be do 


ynning 


to raise the average effectivene dive > 
of salespeople, “as one of the ws re 
dispensable means of reachi ajetgrs 
postwar employmert goals: a oon ee 
on the conviction that the re wis we 
version period also affords { page’ 
chance of a lifetime for aln pr ireny 
every business to better its ¢ 5 shee 
petitive position through re- seen bay 
amination of the practices 208 ’ 
policies employed in the select ia Byes 
and guidance of its salespeo; labile 
Selling is the Key ging 
Selection procedures, sa ops, ¢ 
| training, compensation, new s sett 
tools and new sales horizons nated 
titles of some of the chapter: Quota 
which he emphasizes the need of fo 
executives for “greater familiarit $s not 
with, and more direct participa babili 
tion in, all phases of busineqmoWer ¢ 
management.” pives 
As Mr. Elliott declares in tha@gpeoustme 
foreword, and Mr. Osborne bring’? W 
out in detail in the body of thagponversie 
book, “All sales management muggg’?’s @" 
now face three certainties as aa 
background for the exercise PI 
individual judgment: first, 
certainty that postwar Americ | Une 
can’t operate satisfactorily at preg’. 
war employment levels; seconjmpo"’, se 
the certainty that the need f@gr@terial 
providing more jobs demaniggp0ose’ el 
greatly increased production, aggg’*™0rla 
third, the certainty that more megug Media 
chandise must be sold if & edged 
panded production is to be mail au rem 
tained.” TIN 
ontns., 
ns re 
Form Egert Research the Tre: 
Egert Research Associates, Ingo Four 
has been formed by Raymol Yewspay 
Spector, Selma Spector and NoPublishe 
man Jay to conduct surveys loor Ad 
public reactions to advertisements in 3 
Mr. Spector has perfected spe encies 
techniques and devices to meq 
ure audience reaction to & oe 
programs. Egert’s offices are 4 Ory 
595 Madison Ave., New York elinitel 
Gets Argentine Accoun! 
La Quirurgica Argentina SR 
surgical supply firm, has 
pointed the Buenos Aires ‘ rice 
McCann-Erickson to handle #4 
vertising. 
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muge | |}be no concentrated sales drives 
les \tober Victory | after the Victory nel 
led Last Big Drive 
° “There are millions of our men 


|overseas. Billions of dollars will 
| be needed to bring them home, to 


rive to Be Last 


should make the Victory Loan the 
\last of our organized drives, but 
|for the benefit of the country and 
for the benefit of its citizens, we 
| should continue the sale of U. S. 
|savings bonds, especially under 
|the payroll savings plan. 

“By buying bonds—and holding 


| Aug. 20) Philip Morris sales for 
1944 were inadvertently quoted 
as 24,268,000,000 cigarets. Ac- 


tually, the company sold 34,268,- 
000,000 cigarets in that year. 


Grant Names Robson 


57 
Hariley Moves 
Hartley, 


Harrison Advertising, 


St. Joseph, Mo., has moved to 
new quarters at 1102 Corbey 
building. 


provide their mustering out pay | 

ee ‘Nf World War | er for the disabled,’ he ' them—we will consolidate the ect én ie aaa the, SIMPSON-REILLY, LTD. 
4 . | Ao bhiitions will ee | victory and sustain our economy.” | wasey & Co., New York, has been Publishers Representatives 

he W: hington, Aug. 23. — Treas- |for contract cancellations and to | ae fen meaming ea Pe wer mess SINCE 8) 1928 

d War Advertising Council! meet other cost incident to the| Sells 34 Billion Cigarets |New “York, replacing Carl|| san pRANcIsco LOS ANGEIES 

ntaigmeafts went to work this week on | liquidation of our war effort. In the “You Ought to Know”)| Wheeler, who has been named = BLDG. GARFIELD BLDG. 
h ; nal “Victory Loan” bond; “All this will cost money. We feature on Alfred E. Lyon, (AA,! head of service control. 
es. y pmpaign which will mobilize ad- | 
»xecy ertising and publicity media in| 


to set tober and November for what | 


W era il probably be the last major 
‘ sts GB formation drive of World War 
n esr 
1Olt, Vic while government continues to | 
ues lct a number of critical informa- 
There on programs for continued sup- | 
T chat in addition to the Victory | 
Pathe 1n, emphasis at this time is in| 
here direction of canceling or | 
hodifving programs, rather than | 
e nning new ones. | 
- ( j 
lat my Tentatively Set for Oct. 29 | 
toe. The Victory Loan was tenta- 
f the ely cheduled for Oct. 29, with 
reach ivertising beginning in the mid- 
aihes a of the month. Plans were out- 
ie aes ined to state bond chairmen by 
Fords agmreasury Secretary Fred Vinson 
a al ta meeting here last week-end. 
te i Major themes for the drive will 
h re enter on “welcome home” to re- 
— ning servicemen, with the copy | 
Y eked licy (still not completed) point- | 
espeo} s out the continued expenses of | 
' winding up” the war, including | 
y wing back and _ discharging | 
ee oops, caring for the wounded, | 
new settling $42 billion in ter-| 
‘izons inated war contracts. 
apters Quota for the drive, which is to} 
e need of four to six-week duration, | 
arniliart s not yet been set, but in all| 
participa bability it will be considerably | 
businesmower than the earlier bond | 
irives Because of employment | 
ee in t jutments in industrial areas | 
‘ne bringggvnich will be in the throes of re- | 
dv of th nversion this fall, special ap-| 
nent muamgpeals are expected in rural mar- | 
ties as els, | 
egy Plan Roosevelt Bond | 
rst, } 
Ameri One feature of the ‘Victory | 
ly at pre ive’ will be the $200 Roosevelt 
ns seconmeond, selling for $150. Promotion 
need fmeeterial will include a_ special 
demanimgmeoosevelt poster, to publicize the | 
“tion, agmgeemorial to the late President. | 
nore met Media executives have already | 
i if eq@™pledged that their organizations 
be mait ll remain at the Treasury’s call | 
ring the summer and _ fall | 
onths. Among the organiza- | 
le ns reporting their pledges to | 
Cc fhe Treasury last weekend were 
ates, Ingo Four A’s, ANA, NAB, Allied 
Rayn ‘ewspaper Council, Periodical 
and NoW™Publishers Association and Out- | 
tis ie loor Advertising Association. | 
~ In a statement to advertisers, | 
to mé gencies and media Saturday, | 


to radq@™pecretary Vinson said the sale of 
Yiclory bonds will continue “‘in- 
efinitely,” although he is on rec- 
td to the effect that there will 
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eneral Mills, Inc. 


le of the 
niqu 


most effective direct-mail 
ever designed, Reply-O Let- 


cel quick results at low cost.” 
Why it ups returns 
4 The address on the reply 


es the ‘‘fill-ir 
letter No 


form occupi 
pot on 
Signature 


your 


St NY 11 + 215, W. Michigan. Chicago 1 


LIVESTOCK FARMING EFFECTIVELY 


UTILIZES .. . 


a 


CAPITAL, LABOR AN pe LAND 


Eleven Mentts for Lamb Chops 


finish, the breeding, feeding and marketing 
“know how” of the expert stockman. 


S HEEP were first grown for their wool; later, 
food and wool. Today they are also the 
raw material for many other valuable com- 
modities ranging from surgical ligatures and 
important pharmaceuticals to cosmetics, gloves, 
“sheepskins” for diplomas, strings for tennis 
rackets, violins, cellos and harps. 


As a food, lamb enjoys steadily increasing con- 
sumer preference and, to satisfy the growing 
demand, production and marketing practices 
have been adjusted to provide fewer mutton- 
type sheep and more young lambs. 

It takes five months for the ewe to deliver her 
offspring and another six months to bring lambs 
Like cattle and 
hogs, sheep and lambs are complex manufac- 


to suitable market weights. 


turing machines which demand, from start to 


GENERAL OFFICE: 


Issued from the four basic livestock markets 
The Corn Belt Farm Dailies, for more than 70 
vears. have provided the producers of meat 
animals with an exclusive, complete and unin- 
terrupted daily service covering every phase of 
the intricate business of livestock breeding, feed- 
ing and marketing. 

Livestock farmers are the “key” men in agri- 
culture, topping all farm groups in land owner- 
ship. size of farms, value of buildings and 
machinery, income and net worth. The six 
billion dollar annual livestock income offers a 
tremendous sales potential. It is an easy market 
to reach effectively and to sell economicall) 
through The Corn Belt Farm Dailies, the publi- 
cations of the livestock industry 


THE CORN BELT FARM DAILIES 


UNION STOCK YARDS, 


CHICAGO 9, ILLINOIS 


CHICAGO DAILY DROVERS JOURNAL @ KANSAS CITY DAILY DROVERS TELEGRAM 
OMAHA DAILY JOURNAL-STOCKMAN @ ST. LOUIS DAILY LIVESTOCK REPORTER 


THE - PUBLICATIONS Be THE - LIVESTOCK - INDUSTRY, 
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Westinghouse Ups Baubie 

James A. Baubie, assistant man- 
ager of the public relations de- 
partment of Westinghouse Elec- 
tric Corporation, Pittsburgh, since 
November, 1943, has been ap- 
pointed director of the depart- 
ment, which has been under the 
direction of G. Edward Pendray, 
assistant to the president. Mr. 
Pendray recently resigned to open 
offices in New York as a counsel 
in public relations. 
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‘npY INDE STR 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. + New York 18, N. Y. 


Partnership of 
Government and 
Business Sought 


Continuing Joint 
Efforts Called Key 


to Full Economy 


Washington, Aug. 23.—Govern- 
ment officials responsible for post- 
war “full employment” took the 
position this week that success in 
|combatting the postwar economic 
|problem rested on continuation of 
the working partnership of gov- 
‘ernment and business that ac- 
counted for phenomenal levels of 
war production. 

With compulsory 
business rapidly evaporating, the 
postwar “partnership” would ap-| 
[parently be more on an equal| 


controls of | bor, 


|level of authority than the war- 
| time arrangement, in which gov- 
j}ernment took the initiative in 
-—<- decisions. 

Peacetime conditions, the gov- 
lernment officials argue, do not 


call for the direction and com- 


call for continuation of coopera- 
tive planning and discussion so 
that both business and govern- 
ment can adjust their policies for 
the benefit of all. 


Three Important Steps 


Steps immediately under way 
toward creation of that “partner- 
ship” include: 

Presidential approval of the 

« “full employment” bill, with 
| its machinery for meeting of busi- 
ness and government on economic 
problems. 

Completion of reorganiza- 
» tion plans at the Department 
|of Commerce, Department of La- 
and other agencies dealing 
the business world. 
Recommendation from war 
» agency chiefs that industry 


with 


difficult obstacles. 


REILLY ELECTROVYPLES 


Serve the Greatest Names in Advertising 


The GRAPHIC ARTS INDUSTRY has made great strides in improv- 
ing letterpress reproduction qualities, particularly under wartime 
conditions when manpower and material shortages proved to be 


Fortunately for Reilly, our plant is staffed by men with a background 
of many years’ experience; men who grew up with the Reilly organ- 
ization, and who have acquired highly developed skills for making 
better products—electrotypes with unhurried built-in quality, so fine 
that its craftsmanship transcends all comparison. Reilly electrotypes 
are made to achieve a perfect reproduction from the first to the last 
impression—and we are doing it for many of the greatest names in 
advertising. Perhaps your electrotypes need some of these skills too? 


We will be glad to show you tear sheets printed from Reilly electro- 
types. Then you can judge for yourself why we have set such incom- 
parable reproduction standards in the letterpress field and why it is 
the ideal plate to carry your advertising message. 


ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, NEW YORK 
CHICAGO. ILLINOIS * DETROIT. MICHIGAN + INDIANAPOLIS. INDIANA + SAN FRANCISCO. CALIFORNIA 


pulsion that has been part of the | 
war production job. Instead they | 


advisory committees and _statis- 
tical report systems be continued. 


Hearings on Bill Continue 

More details about postwar gov- 
ernment are likely to become ap- 
parent during the coming week, 
when Secretary of Commerce 
Henry Wallace appears at full 
employment bill hearings to dis- 
cuss the plans of the Department 
of Commerce in promoting a high 
level of business activity. 

During the early hearings, a 
‘number of “liberal” Senators and 
members of Congress have built 
|}a background stressing the need 


'for machinery to check sharp 
swings in the economic cycle. 
Testimony from Veteran’s Ad- 


ministrator Omar N. Bradley 
warned that returning servicemen 
‘expect that the U. S. economy 
'will provide good jobs in return 
for the sacrifices already made. 


Merely Provides Machinery 


Most enlightening testimony to 
|date, however, has been that of 
| Secretary of State James Byrnes, 
|who says that enactment of ma- 
chinery to plan “full employ- 
ment” would demonstrate to the 
other nations of the world that 
this country is determined to 
prevent depressions and to elimi- 
|nate mass unemployment. It 
would contribute to the estab- 
lishment of a liberal trading sys- 
tem and the attainment of an ex- 
panding world economy, he said. 


Whatever the testimony, mis- 
givings are developing lest the 
bill itself be oversold. Actually, 
the bill is merely official recog- 
nition that government and in- 


dustry should meet to plan peace- 
time economic activity in the in- 
terest of insuring a maximum 
number of jobs. Of greater im- 
portance, it is felt, is the degree 
to which Congress permits reor- 
ganization of government to en- 
able it to deal with business. 
The bill calls for a “job budget” 
to be drawn up by the govern- 
ment on the basis of estimates of 
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The magnificent job of » 
fighters is over The hog 


front job of keeping them; 


all needed supplies won't | 
finished till all fighters a 
home. 
paper is needed now. Tie ay 
put on curb on trash day, 


NEW APPROACH —The Philadeloh 

Waste Paper Salvage Commits 

adapted itself almost instantaneous 
to the end of hostilities. 


the next year’s private and | 
lie buying and spending. \y 
this budget, the President 
retically would be in a | 
to determine whether legisla 
is necessary to encourags 


private activity, or provide publjj 


| jobs. 


A flock of endorsements 


public officials received by 
Senate banking and curre 
committee prior to the cur 


hearings enthusiastically sup 
the full employment idea, but 
more sparing in comments on | 


Every scrap of was 


Adv 
ec bi 
-govern 
er, ppe 
he 
Comm 
Whethe1 
ment Dill 
coul 
ch 
ion ill 
epa ne! 
lete new 
ar-reé chi 
vent acti 
pletec 
The pI 
assistant 
alizing it 
cond in 
third i 
irri 
gement 
Com 
ts of 
ninistri 
er - AM 
to 
ig Mm 
s secre 
lerably 
roducing 
nent aids 
e small 
vastly ¢ 
ffices. 
Oth 
Another 
he bulk 
ess advi: 
1 by 
ese wil 
airman 
ved thé 
istake f 
s conta 
addi 
hake-up, 
also on 
pnt chan 
» Te < 
umber 
gencies 1 
s probl 
eC} rts t 
Public W 
pvering 
hinistrati: 
Board, @ 
ther soci 
berlis F 
resta 
Harry 
direc 
¢ of 
Fra 
nted t 
no of 
lubonnet 
slanca V 
mpar 
henley 
Sander 
nd sales 


— _ 
——— IME 
— [=\ = By avs 
——— (has pall Lh AA — 
é } OM pre 
' —_ \ ~~ 
: \ 
| BLANKET COVERAGE \\ 
| ot the BILLION DOLLAR \ 
| CANDY INDUSTRY \ 
" , ‘ \ 
Largest Circulation in. the | 
Condy field rccAy 
— ; 
C= x YS 
ee \! fy ~—f Oy -) 
2/7 a ex. mn 
ee ~ alle. : 
PSH, ]slF 
po a 
| 
| 
a | 
Pe | 
Awe 
Fgh \ 
| » > CoC ; 
> é \ | 
- 
i 7 \ 1 | 
| | 
en sory | 
| \ - | i \ 8 
m ‘ | | 
ay \ ea 
“ \ y.! ‘ 
* my : YY : 
a a )} e\ J] a B) 
= ee ., . ¥ ” g ft 
“ Tt. | ygeteh: 
al S —. - 
’ a 
Y . yatt | 
VAS y, A UW. provide essentiol gid to both gavertisind on om 1 
= NZ = | ond mansrocture’ in the preparation” of technic? pl io dey 
=/ aN — e yertisind: AEC'S Carlos Division combines riot f - . 
_— = ; petent engineerind abilities with well sounded okilts a joined | 
_—— cali a writing ratrsmansh'P: “you want your postwor Preoly ( e 
—— 3 m\ ‘ to be fully derailed. well presented gechnicoy | 
= & oe) 4ations ° + \ ‘ AEC do it eads 
q -" correct and gttractivelY styled why ° z | : 
: 2\ We're not on advertising agen’y: ages - yan ene? ae : . 
o ‘a m buy % sell spoc® but act only o consultants on alt 
% a) gdvertisind: ure ; 0 
eee PAEC ~ * pustniat SALES catacoss gaits ROC UA ~ 
wa \ mastRUCTION? MEDIA TECHNICAL A 0 
a « i cOREIGN LANGUAGE GRANSLATIONS l 
ee ee BS P < ss 
| re And 
‘ ? u er es 
. TaInL ld e 
” en ae ! VW E ; ne ; 
SUCTATE gale fhe os ; pese eof 
; ad me ie q (T “ afr 4 & ; Tess ++ 
TATED ELECTRONICS COMPA >. = 
7 {ay etal MPA Bee 89C 
hey ] x pga | " het yb 
oe ' Mar. ee 
I he ces 
, “~¢ 


ydvertising Age, August 27, 1945 


i—saipeciic bill. The idea of indus- 
SRR. covernment cooperation, how- 
‘er, appears to be firmly estab- 
she 


Commerce Would Expand 


Ah 


Whether or not the full employ- 
ent bill passes, government 
ences are gearing themselves 
encourage that cooperation, 
though in many cases legisla- 
ion will be necessary. At the 
epartment of Commerce, a com- 
lete new program, calling for 


Oh-Boy to Westheimer 
Oh - Boy 


br-reaching revisions of depart- 
ent activities, has been com-| 


The program involves three 
ssistant secretaries’—one _ spe- | 
ializing in domestic commerce, a 
cond in international trade, and 
third in small business. 

If carried through, these ar- 
angements call for absorption 
/ ~ @ipto Commerce of many of the) 
nits of the Foreign Economic | 
iministration and the Office of | 
nter- American Affairs, both | 
them j ikely to be dissolved within the 


Pee ming months. The small busi- 


rated ess secretary would direct a con- 
ters ay iderably expanded organization 
of Wastroducing statistics and manage- 
Tie anfMent aids directed specifically to 
day, [Me small business man, and using 
vastly expanded series of field 
hiladelph ffices. 
— Other Changes Likely 


ties. Another Commerce gain may be | 
he bulk of the nearly 800 busi- | 
s advisory committees organ- 
‘ ed by WPB. While many of 
t+ thedmmese will undoubtedly dissolve, 
eel airman J. A. Krug has ob-| 
ee ee ved that it would be a serious | 
a istake for government to lose 
he ty is contact with industry. 
addition to the Commerce | 
nents yake-up, the Labor Department | 
also on the verge of an impor- 
Fre: pnt change in character, bringing | 
curregmmto its orbit the NLRB, and a_| 
sup} mber of other independent | 
gencies that have handled vari- | 
ee on tgs problems. Finally, there are 
eprts that a Department of | 
Public Welfare is to be set up, | 
pvering the Food and Drug Ad-| 
lnistration, Social Security| 
Board, employment service and | 
ther social agencies. | 


berlis Heads Roma, 
resta Blanca Sales 
Harry Serlis, vice - president | 
nd director of advertising and) 
es of Roma Wine Company, 
Francisco, has been =  ap- 
inted to direct sales and adver- | 
sing of Cresta Blanca wine and} 
bonnet, products of Cresta! 
janca Wine Company. Both 
mpanies are subsidiaries of 
henley Distillers Corporation. 
Sander Heyman, advertising 
Nd sales promotion director of 
esta Blanca at Los Angeles, is 
ving to San Francisco where | 
advertising and sales policies | 
vill originate. 


yatt Rejoins Buchanan 
Ja Wyatt, formerly in the} 
0 department of Buchanan &|} 
} w York, and recently with | 
, S. Merchant Marine, has | 
4 ined the agency as canal 
( e. eae | 

\\y il 
eads Mission Sales | 
| Lefcourt, eastern repre-| 
e of K. Arakelian, Inc., 
incisco, producer of Mis- 
n n bell and Madera wines, has 
omoted to sales manager. 


~ INO USE TURNING 
_ -BUSTOMERS AWAY. 


d -et you may If You 
Ther. =. 2 USt that. |Manufacture 
; a 7 billion 
market you and Sell 


°c encourage | COSMETICS | 
q the. by letting 
eople know you d welcome their 


. s. For the Negro looks to his race 

¥ r guidance. Your advertising in 

.. &©O Papers can earn, his confi- 

B good will and regular patronage 

2 whether your product is cos- 

food, drink, wearable, or any- 

! ~ ise, it will pay you to write to 
ee, ate United Newspapers, Inc., 545 

7 s ve., New York, for the facts on 
cess stories built out of reach- 
S great and growing market 


Products 


Spencer 


|board of directors are: 
|Gray, Standard Oil Company of 
Company,|New Jersey; Charles B. Konsel-|, * 
Hillsboro, Ill., maker of Oh-Boy | man, advertising manager, Wick- has 
Ice Cream Base for home made| wire 
ice cream, has appointed West- 
heimer & Co., St. Louis, to handle} advertising 
its advertising. 


DMAA to Meet Oct. 18 
Direct Mail Advertising | 
Association will hold a business} with the New 
meeting and 28th annual confer- 
ence Oct. 18 and 19 at the Hotel| joined the promotion and public 
Roosevelt, New York. Nominated) relations staff 
three vacancies on the! ing Company, New York. 


Steel Company : : 

-*? | whicl ans rate as par 
New York, and John B. Mannion,| W!ch it plans to operate as part 
manager, 
Laboratories, Chicago. 


Miss Rudnick to Haire 


Shirley S. Rudnick, formerly | 
York advertising | 
staff of Industrial Marketing, has 


of Haire Publish-|} 


R. M-|Walgreen Has Air Fleet 


Walgreen Drug Stores, Chicago, 
purchased two  five-place, 
twin-engine Cessna airplanes 


of an air fleet for rapid transpor- 
tation of key personnel, and, in 
times of national emergencies, for 
airborne shipments of drugs and 
| Surgical supplies. 


Austenal 
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Donmyer Promoted 
Clark Donmyer, advertising 
manager of Mutual Orange Dis- 
tributors, has been named to suc- 
ceed the late Alfred Gabrielson 
as sales manager of the canned 
goods department. The advertis- 
ing department of the firm has 
been transferred from Redlands, 


'Cal., to Los Angeles. 


OO BAY STRE 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS KNOWS CANADA 
ADVERTISING J. J. GIBBONS LTD. 


REGINA, 


MERCHANDISING 


CALGARY, EDMONTON, VANCOUVER 


THEYRE 
COMING 
BACK 


A 
CHILTON 
PUBLICATION 


® 


MOTOR AGE 


o_o 


#, 


They're coming back—and so is a lot of good automotive 
service and good business for manufacturers who supply this 
tremendous automotive after-market in peace time. 


More conscientious, skillful mechanics will be available for the 
car dealer and independent repairshops of the nation—so jobs 
may be done with greater dispatch and dependability. 


Also these boys, who have become accustomed to the latest 
and finest equipment and tools in the services, will appreciate 
the necessity for the right equipment and the right tools—and 
as employers or employees they are going to buy them. 


The automotive after-market always was counted in billions of 


dollars by the manufacturers supplying it. 


The “good old 


days" will have nothing on the days to come, if you are there 
to reap the harvest. In fact, the days to come will set some 
new high records for sales, in the market so adequately 


reached by MOTOR AGE. 


First in Importance — 
Car Dealers and Independent Service Stations 


Chestnut and 56th Streets, Philadelphia 


39, Pennsylvania 
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‘ = ‘ covered within the atom, and to| tion, transportation and _ public 
Atomic Power |relate these discoveries to the|services of all kinds.” Food Industry 


J ‘ . 1 
llife of the nation through news 
and technical information on the 


Published Day technical inform 
After Bomb Hits prime movers, to central and in- 


New York, Aug. 22.—Volume 1 dustrial power plants, to steam 
number 1 of Atomic Power, pub- and heat production, to the work- 
lished by McGraw-Hill Publish- | 28 and production of materials, to 
ing Company appeared Aug. 7 processing, to _— heating, to 
the day after the first atom bomb | the Gtiving of See, automobiles, 
was dropped by an American | SMiPs, boats and airplanes, etc. 
plane on Hiroshima. The first | Sells for 25c¢ 
issue of the publication appeared 
in mimeograph form and had nine} The paper, selling for 25 cents, 
pages. |carried one long article entitled 

In an editorial, P. W. Swain, | “Uranium 235—Power Fuel of the 
editor of the new publication and} Future?” which was written prior 


of Power, also a McGraw-Hill | to the present military censorship | 


paper, said that Atomic Power | of the whole subject of atoms. It 
“will be published from time to| discussed “the ultimate applica- 
time to reveal what may be dis-|tion of atomic energy to produc- 


PARTMENT OF LOYOLA UNIVE 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts *« Clear Channel « CBS Affiliate 


Represented Nationally by The Katz Agency, Inc. 
AT ENNIO I OIE SR I RE RS AR ANTS 
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Commerce, which showe 
|industry planned to sp 
| than $9 billion on capital o 
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| | New York, Aug. 22.—“The food| Labow Opens Agenc 
Expand Varva Program |manufacturing industry will re-| § Harold Labow, fo a 

Advertising now appearing on |absorb its returning veterans, and| Morton Freund Adve tie 
about 15 national AGSeINeS ed hopes to employ an additional} Agency, New York, has opene 
Varva toiletries, produced by | 999.000 employes,” Paul S. Wil-|agency under his own niine q 


United Toilet Goods Corporation, | 5. ae on ORD wes ree 
|New York, will be stepped up in lis, president of Grocery Manu-| W. red sca He a 


| mid-September when the Varva|facturers of America, disclosed | hie canals hams Win OUTTA os) 

|line will be locally advertised in| today. | nis shan divtiias of US mo 
|about 76 newspapers throughout Manufacturers of groceries and | Company New York. ( R. 
the country and several shopping | kindred products, he said, with partment. store. Jamaic: Ls 
papers. Ads will appear at least/a larger volume of annual sales| and Trimart Company, Ne 
once weekly through November.|than any other industrial group| manufacturer of “Harvey” 

Lawrence C. Gumbinner Adver- | ;,, America, will spend more than} Walt Disney lapel novelties. 1 


isi ‘ sw York. is e : pau P - Pie : i 
+ ony A ataatal New York, is th $600 million in the next year for| agency will specialize in teep.J 


ae new machinery and other capital | accounts. 5 
equipment. This estimate, he Serene a , 

KTOH to CBS pointed out, is exceeded only by | Two Join ABC Net at 10 
KTOH, Lihue County, Hawaii,|expenditures charted by chemical! John Whitmore, formerly dix paign for 
has joined CBS as part of the|manufacturers, including petro-|tor of news for Mutual Broad; vhen 4 
Hawaii group, including KGMB,|/leum. coal and rubber. jing System, and Ed Pancoast, ates of | 


Honolulu, and KHBC, Hilo. er a ,|merly on the sales staff of Wy 
KTOH, owned and operated by| C™A estimates are based on 2! New York, have joined Associa: 
the Garden Island Publishing|'°e™t survey made by the Bu-| Broadcasting Corporation as , 
Company, operates on 250 watts,|Teau of Foreign and Domestic | ery manager and sales manag erry 
1490 ke. Commerce of the Department of | respectively. ; 
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Industry’s Magazine — DIESEL PROGRES§ ..’ 

g-time 

rtised. 

| Diesels were making steady progress before the Diese Procress is your best advertising buy, ig Follows 
_ war. Since December 7, 1941, more industries it offers advertisers complete coverage, pro\ obtail 
have turned to Diesel. Diesel’s economies, Diesel’s readership and editorial excellence. Maybe jm edi 
*h Bene . ’ ° ° . ° reser 
flexibilities, Diesel’s many applications, tested be- have been overlooking the Diesel market. If $M. a pea: 
fore the war, have been proven at home and investigate Diese] media and you will then plan{tures ob 
abroad in the past two years—under the most try- place your message in DreseL Procress. Phen 
ing conditions. on. B 
ced | 

. pear 4 20 orwva , ieee voor ] roug} 
One magazine reaches this market from top to A few of the industries served by Diesel Prog’ ; a 
bottom—DieseL Procress. This magazine’s suc- include the following: he 
cess may be attributed to its progressive, intelli- ear-old 
: : : : : : } e 0 
gent editorial policy—timely news, vital informa- a i. - ae 
tion, authentic material prepared and edited by hie onneianing pronts Hone se it fe 
_ men who know the Diesel industry—this guaran- Bus companies Municipalities Gu 

| tees readership. The ever-growing, interested Consulting engineers Naval architects ba 

' reader audience of DieseL Procress includes en- Contractors—road and general —_ Oil drilling contr in 
gineers, executives, men in every industry where Engine manubacsivers Quarries ie 
Diesels have played or are expected to play a part. , * , | 
7 _ pra) I es Government officials Railroads t 
e C 

airie: hi erator S 
Because Diese: Procress presents the broad, sci re jo 
overall picture of all Diesel development, because Ice plants Shipyards ) 
it digs deep to bring ideas and suggestions to: the Industrial power users Tractor users ge techn 


fore, its executive readership is unexcelled. These Truck fleet operator 


Irrigating projects 


men are the buyers of Diesel equipment. These are 


Logging companies Utility compa 


the men who are planning new developments, 
opening new frontiers for the Diesel industry. p C| 
These are the men whom you should reach with 


your sales and production story. 


Under the Managem-nt ° xs 
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flour. In previous years ads have|Liebmann Breweries, Inc. (AA,|Nqmes Hartman Little Joins Four A’s 
featured pictures of the three or|Aug. 20), to sales of Rheingold | Popular Mechanics, Chicago, The American Association of 


four generations in one family peer = pee oe ee a aes placed its national advertis- | Advertising Agencies has elected 
who have used the product for|, Prewar condition in thes “", | ing with George H. Hartman Com-.| Little & Co., Los Angeles, to mem- 


re -3 kets,” Mr. Liebmann points out.) 7 Gniaag te 
all kinds of baking. Tien t6 wartiene coniitiens Mheln- pany, Chicago. bership. 
The advertising is placed by 


gold has been forced to withdraw 


|Knox Reeves Advertising, San/| completely from the Virgina area. | a rs 
Francisco. 500 45 
eee Bantam Cars to Durstine ISI e Al OF Gunde 
Cheplin Changes Name American Bantam Car Com- Complete 
Cheplin Laboratories, Syracuse, | P2ny, Butler, Pa., has appointed | 25 Card-Sheets Show FACTS on 500 Cards 

subsidiary of Bristol-Myers Com-| Roy S. Durstine, Inc., New York, S Easy Use Cards only. Join together. File sheets Cost 
pany, New York, will henceforth | to handle advertising. The ee | PS: Quick of Cards on edge in correspondence folders Sales 
be known as Bristol Laboratories, | P@"Y, formerly manufacturer of | x : Flexible —Half inch visible margin. Send order. Stock 
Inc. The company produces peni- | S™all passenger cars, is now mak- | & Durable 500 Blank Cards 6x4 inch $3.45—10x4 $5.30 Ruled 
cillin, and was purchased by Bris- |ing heavy-duty cargo trailers. | Bay Portable 500 Printed Cards 6x4 inch $6.70—10x4 $8.50 Credit 


| 
tol-Myers two years ago. eare S_ Compact _—_ Use Visible Indexing, Color Signaling, Visible Payroll 
= Aston Heads Wilson aN Low Cost Tabulation of vital information. Ten years Hones 
: Sil M. Aston has been ap-| Convenient national use. Send no money. Satisfaction Prospects 
Liebmann Out of Va. pointed general manager of How-| 


Saves Time Guaranteed. Write for Catalog Collection 
Reference by Philip Liebmann,|ard H. Wilson Company, national | Ross-Gould Co., 335 N. Tenth 
vice-president and director of ad-|radio station representative, ef- 
| vertising and public relations for| fective immediately. ST. LOUIS 


A 


Sheets of Cards 


mort WH. Nee 


ART TO FINISH —New newspaper | 

paign for Sperry flour goes ‘way | Pe NRTA RANT TE ARTY + AERA — He - a Sexes eres 
ck when to present pictorial his- 
tories of long-time Sperry users. 
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terest Theme 


i 
fae New Flour Ads ; 
: San Francisco, Aug. 23.—To | 

bak in September and continue | * 


ough next spring, a series of 
memge-space advertisements, unique 

| matheme for promotion of flour, 
—j been scheduled by the Sperry | 
i ision of General Mills, Inc., 
5 rr. Drifted Snow flour in maga- | 
e supplements of Sunday news- | 

ers in Sperry’s western terri- | 


Royal Crown Bottling Company of New- 
ark, Inc., bottlers of Royal Crown Cola,— 
*“*best by taste test’. must have 
complete coverage in America’s fourth 
largest market. So, in July, 1941, the 
Nehi Corporation bought six, 1-minute 
“spots” per week on WAAT. From that 


yp-ranking picture page tech- 
jue is being used in the 1000- 
e newspaper ads. Some of the 
th es will also appear in the 


mily Circle Magazine in page 
tc 


striking note of the series of 
PES s is the featuring of actual 
g-time users of the product | 


rtised. 
| = modest beginning, Royal Crown Cola 
o buy, Follows Customers Through >? y ; > 
€, prow@lllfo obtain the greatest interest | year after year, has been renewing and 
lavbe va «credibility, the ads _ not/| 


continuously using New Jersey’s First Sta- 
tion. Yes, from 6 “‘spots”’ to 168 “‘spots”’ 
per week, because they know: 


“ee present pictures of users as 
et. Hs appear today, but also show | 
en plani@tures obtained from the users 
depict earlier periods in|! 
‘lives. Each ad features one 
on, Believability is further 
nced by the caption copy. 
| ProwaffThrough this human-interest, | 
lure page technique, the copy | 
ls the thesis that Sperry’s 
ear-old product must be de-| 
ndable or the user being fea- | 
red would not have continued 
lise it for so long a time. 


5. 


WAAT delivers 


more listeners per dollar 


” Guaranteed Recipe | 
We Pe Bon ica’s 42 L Market” 
i ere by . “double-your- | in America ~ Ate argest ar et 
mack” guarantee. The) 
tied to the main theme e 
e ledicate he } se- | 
>» ee than any other station— 


This is the fourth year picture | - i 
: technique has bee loyed 
pang 286 Spey Drift Snow | including all 50,000 watters! 


* Do you realize this market 
B ¢ ES TH E contains over 3% million 


people; more than these 14 


970 KC 
NEWARK, 
N. J, 


cities combined: Kansas 
City, Indianapolis, Roches- 
ter, Denver, Atlanta, Toledo, 


Omaha, Syracuse, Rich- 
mond, Hartford, Des Moines, 


Spokane, Fort Wayne. 


(National Representatives: Radio Advertising Co.) 
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TOP FLIGHT 
COPY JOB OPEN 


Progressive, highly-re- 
garded agency has un- 
usual opportunity in its 
Chicago organization. 


This is one of those rare 

openings in advertising—a 
chance to work alongside one 
of America's ranking creative 
men and share in the execu- 
tion of new advertising cam- 
paigns. 
) The job calls for a man or 
| woman who has had some 
experience in the package 
) goods field, preferably with 
| soaps, cereals and cosmetics. 
The main responsibility of 
| this person, at least for the 
time being, will be not so 
much to create new ideas as 
to write skilfully to an estab- 
lished pattern. 

This is a choice opportun- 
ity both from the viewpoint 
of environment and salary. 
Write concerning yourself in 
considerable detail to Box 
6207 Advertising Age, 1!00 
E. Ohio Street, Chicago |}. 


Tell your Advertising Artist friends 
about this! 


Advertising Artist! 


Unusual opportunity with successful 
advertising agency for talented artist 
specializing in either illustration, de- 
sign or lettering. Many interesting 
accounts to work on, with wide variety 
of art requirements including four 
color booklets, posters, displays and 
broadsides as well as advertisements 
for both newspapers and magazines. 
Delightful working conditions, clean, 
roomy studio in modern loop tower 
building with excellent lighting. Pres- 
ent staff are a congenial and talented 
roup. Attractive salary arrangement 
or 5-day week with plenty of over- 
time at increased rates if you want it 
—vacation with pay and many other 
important personal advantages. If you 
really enjoy advertising art and want 
a steady, full time position where you 
can advance according to your capa- 
bilities we would like to meet you. 
Only those of outstanding ability, 
pleasing personality and with a good 
educational and personal background 
should apply. Kindly write us giving 
full details of art education and ex- 
perience plus brief personal history. 
Those selected for interviews will be 
advised promptly. Box 6218, Advertising 
Age, 100 E. Ohio St., Chicago II, Ill. 


AVAILABLE 
(On West Coast Only) 


After three years overseas as Captain, Air 
Force Intelligence, our client is investigat- 
ing postwar possibilities with Pacific Coast 


Advertising Agencies, Manufacturers, or 
the larger Corporations (or branches). 
His prewar experience encompassed 1/8 


years as an executive in Advertising, Sales 
Promotion and Public Relations with major 
Western concerns. He has a wide circle 
of friends and acquaintances among busi- 
ness leaders in all fields. He is aggressive, 
highly personable, replete with practical 
ideas For personal or mail interview, 
write or wire 


Box 6214, Advertising Age 


100 E. Ohio Street, Chicago I!, Illinois 


COPY and LAYOUT MAN 


Somewhere there's an ass't. to the ad 


mgr., a straight thinking copy and 
idea man. He's probably been in in- 
dustrial ad. work for the past few 


years but he's ‘fenced in'' and wants 
more elbow room to exercise his abili- 
ties. A new and sound Central Illinois 
advertising agency offers a permanent 


berth with real near-future opportuni- 
ties to this man if a moderate starting 
salary, plus his own worth, means to 
him a stepping stone to rapid ad- 
vancement in salary and position 
Write us in full detail 
Box 6220, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 
EDITOR 
k M : 
Box 6219, ADVERTISING AGE 
i100 € Ohio Street Chicago |i Hitinois 
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W. 42nd St., New York 18, N. 
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Wanted—National farm paper needs 


perience and phone number in letter. 


Box 7542, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
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HELP WANTED 


ADVERTISING MANAGER 
Manufacturer of 
etric appliances to 
nal advertising, sales 
i some writing. Should be 
years of age. Experience 
ndling advertising 
i national advertising 
personality 
opportunity. 

30x 7550, ADVERTISING 
E. Ohio St., Chicago 11, 
re is a real opportunity 
soned trade paper editor to 
stuff editing in the marine 
one of the South's largest 
1ing organizations. Should 


handle 


mechanical 
Know layout, take a 
able to sell an ad too 
‘essary. Write airmail full 
Is, last salary and photo. 

ephone number. H. L. 
blications, 344 Camp S8t., 
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YOUNG 
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COPYWRITER 
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Box 7559, ADVERTISING 
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ADVERTISING SALESMAN 
i publication. 
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Excellent 
publica- 
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business 
man with 
experience. 
with leading 
field. Large 
State age, experience. 
AGE 


national 


young trade 


in the ABC 


100 E. Ohio St., Chicago 11, Ill. 
| Sales Manager for advertising dis- 
play firm (cardboard, wood, etc.) 
Imperative you have background | 
with top flight nationally known 
}users of ad displays. Sales force 
comparatively small. Little travel- | 
ing. Work out of Chicago or Mil- | 
waukee office. Salary and commis- 
sion on personal clientele. Organ- 
ization outstanding in creative de- 
sign and construction. Service and 
volume available. State current 
yearly volume, whom representing, 
age, family status, availability. 
Display Corp., 357 E. Erie St., Mil- | 


field | 
pub- 
have 
knowledge of boats and a mind cap- 
i back- 
good | 


| Progressive, 


Illinois agency has an opening 

its staff for a “Junior’’ Copywriter, 
not over 30 years of age. Must 
have thorough training in copy and 
layout, acquired either in college 
or in the school of experience. Ex- | 
ceptional opportunity for progress. 
Full details in first letter. Photo- 
graph would also be helpful. Mace 
Advertising Agency, Inc., Lehmann 


Ble 


dis 
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liv 


Op] 


| his 


| thi 


good advertising salesman for Mid- | 
dle West territory. Good future for} 
better-than-average man. 

Box 7544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ll. 
Top notch idea and layout man 
wanted on free-lance basis, New 
| York City. Give highlights of ex- 


vertising Manager of thriving manu- | 
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eoneern located in 


Knowledge 


eturing 
mmunity. 


small 
of advertis- 


ing production details desirable. Ex- 
cellent opportunity for right man to 


learn and grow 
lished 


firm. 
Box 7546, ADVERTISING AGE 
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FRED J. MASTERSON 
ADV. & PUB. PERSONNEL 
185 N. Wabash Ave., Chicago 
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357 


lg., Peoria, I11. 


WANTED 

A ZESTFUL COPYWRITER 
A man with a zest for 
advantages of big city life 
»t where recreation and 
ing are only ten minutes 
the office, who wants loads 
vortunity for the expression 
initiative, who sparks with 
isiasm, who can stick with 
when the going tough, 
o can direct others. That’s 
n we want providing he 
ler 35, has had sound 
1 handle industrial 
yy, and wants 


is 


and 
a permanent 


small Michigan 
accounts, more 


> are a 
ith 16 


1lity work and service. 

”" guy who takes this 
a good salary, a share 

fits and a lifetime 

us all information about 

f, including past salaries. 
be returned. This 

knocking. 

30x 7545, ADVERTISING 

100 E. Ohio St., Chicago 
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SALESMAN OR BROKER 
r advertising displays 
ird, wood, ete.). Exclusive 
ist, Midwest, and West Coast 
Imperative you have 
top flight clientele of 
of nationally 
This organization 
nding in creative designing 
istruction. In position to 
-eptional service on volume. 
yearly volume, whom 
age, family status, 
L. A. Sauer, Display 
St., Milwaukee, Wis. 
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porter, 
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self, 
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job. 
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coming), 
with an excellent reputation for top 
The “‘zest- 
will 
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AGE 
Ill 


(card- 
Kast 
ter- 
sub- 
man- 
advertised 
out- 
and 
render 
State 
repre- 
availa- 
Corp., 


Sales 
Manager 


The Reader's Digest which is now 
sold at more than 80,000 retail 
outlets, seeks a man with sales 
promotion and sales management 
experience in the retail field. His 
job will be to use display and 
promotion ideas, and direct a staff 
of five regional sales promotion 
men that he will select, train and 
direct, who will constantly contact 
retail dealers to increase the re- 
tailer’s sales efforts and help him 
use every device to increase con- 
sumer demand. He should have 
personal sales ability, and be able 
to make most effective use of 
product display and other point-of- 
sale promotion ideas and material. 
He will travel and supervise the 
activities of his regional men. Ideal 
age between 25 and 40. Previous 
knowledge of magazine sales not 
essential but thorough understand- 
ing of retail selling and retail sales 
promotion is. Experience as sales- 
man or sales manager for adver- 
tised products sold through food or 
drug retail stores particularly valu- 
able. Write (including photo if 
available) telling all about your 
education, experience, and salary 
expected, to 

Dept. A, Box 657, Grand Central 

Annex, New York, N. Y. 


TWO TOP 
WRITERS WANTED 


Well known national advertising 
agency operating East and West 
with widely diversified accounts 
has exceptional openings for two 
top-flight writers with automotive 
background. These positions call 
for major experience in writing 
automotive vehicle advertising and 
promotion including all types of 
literature. 


Ready understanding of the me- 
chanical and ability to translate 
technical facts into simple, inter- 
esting language are “musts”. 
Public relations experience desir- 
able. Experience in writing mo- 
tion pictures, slide films, and 
other forms of visual selling help- 
ful but not essential. 


Both positions are in Detroit and 
require ability to successfully 
contact and work with clients. 


One position will pay a starting 
salary up to $8,500.00 to the man 
whose record clearly proves his 
professional qualifications. The 
other one carries more executive 
responsibility, and the salary is 
open for discussion. Both posi- 
tions have unusually fine, long- 
term growth possibilities. 


Write fully to Box 6215 
Advertising Age 


100 E. Ohio St., Chicago II, Ill. 


| Rapidly growing mechanical maga- 
zine, 
ture, has an opening for an experi- 
enced editorial 
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Your 


Wis. 


SALES PROMOTION MANAGER 

5 i experience 
This 
job includes planning, sales promo- 


sound 
background. 


45, with 
advertising 


tion, and marketing activities 
(80%) plus supervision of advertis- 
ing (20%) for AAA1 manufacturing 
plant in northwestern Pennsyl- 
vania employing 350 pre-war and 
Planning extensive expansion. Per- 
manent 

Box 7561, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


BOOKKEEPER 
Lrowing 


to take full 
department. 
for advancement 
of assistant 
experience preferred. 
3800 or write 
BROWNE 


charge 


EDITOR WANTED 


with an excellent postwar 
man. This 
order for an asst. 
who is qualified to 
responsibility but 
because of 
the editor of a house 
may fold now the war is 
training preferred 
necessary. Must be a good 
know how to select 
pictures, take a 
and whip it into a 
understand layouts and 
Tell us all about 
state salary desired, etc. 
confidential. Location 


made to 
editor 
full 


for 


Box 7562, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING COPYWRITER 
progressive Chicago 
salary. Splendid 
participate in 
Give age, 


to 
growth. 


ADVERTISING AGE 
Ohio St., Chicago 11, III. 
Manager. Fast 
publisher of national] 
interested 
experienced in 


30x 7563, 


100 E. 


in 
woman 
Must 
in systems for 
Department 

substantially 
Chicago Write 
of age, 
religious 
and 

have 


and 
Location 
details 
or single, 
experience 
inquiry will 


|} response. 


Artist. 
circulating 
artist 
ence 
|ing 
knowledge of airbrushing. 
surroundings, 
| Chicago, 
opportunity 
fully, 


ADVERTISING AGE 
Ohio St., Chicago 11, Il. 
Fast growing 
to woman’s 
(man or woman) 
in layouts, pen and 
and wash. An asset 


Box 7566, 
100 E. 


field 
ink, 
to 


location 
salary 


excellent 
good starting 
for 
age, 


giving whether 


experience and availability. 
Box 7567, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


advertising 
agency needs capable, hard-working 
bookkeeper 
accounting 
opportunity 
position 
Agency 
Del. 
BURTON 


Excellent 


treasurer.| 
Phone 
for appointment. 

ADVERTISING 
619 N. Michigan Av., Chicago 11, Il. | 


fu- 


position 
or 
as- | 
is 
circumstances, | 
organ 
over 
but 
re- 
out- 
mediocre 
fascinating 
ty- 
your- 
All | 
Chi- | 


Agency. 
oppor- 
agency's 
experience, 


grow- 
profes- 
man 
directing 
have 
handling 
in promotion of sub- 
already 
expand- 
fully, 
whether 
denomi- 
availability. 
immediate 


publication 
wants 
with experi- 
letter- | 

have 
Pleasant 


INDUSTRIAL 
ADVERTISING 
ASS!STANT 


(ex-service man preferred) 


wanted by large and pro- 
gressive manufacturers of 
quality production tools for 
cutting metal, wood, plas- 
tics, etc. located in central 
New England city of 42,000. 
Permanent place for man 
who understands prepara- 
tion of advertising for pro- 
ducts sold through distribu- 
tors, and who can take pro- 
duction details off advertis- 
ing manager. Knowledge of 
printing, engraving, and di- 
rect mail essential. Compe- 
tence in copywriting helpful. 
Write fully, giving experi- 
ence, service record, salary 
required, to Box 6210, Adver- 
tising Age, 330 W. 42nd St., 
New York 18, N. Y. 


in | 
with 
advancement. Write 


married | 
or single, religious denomination, | 


WANTED— 


PRODUCTION W AN 


> - OR WOMAN 
Thorough knowledge of duc 
tion is the key qualification {:,> th), 
job with a small but exp ding 
Chicago advertising sery or 
ganization. But at least a fair de. 
gree of creative ability ix also 
necessary. 

We need someone who real) 


knows his way around oy 4|) 
phases of production, and can also 
bat out pretty good simple roughs 
and write clean-cut straigh 
copy. 

The immediate pay is high 
enough to attract a well-q 
man—and future opportunitics fo; 
more responsibility and more pay 
are good. 

We're one of those outfits tha; 
isn’t concerned with getting ney 
business near as much as we arg 
with getting organized to hand 
what's available. So there is plenty 
of room here for developmen: 

Your letter of application can be 
brief, but should outline al! the 
essential facts and tell approximate 
salary wanted. The opening js 
immediate. 


Box 6216, Advertising Age 
100 East Ohio Chicago Ii, Illinois 


LWay 


lihed 


LAYOUT MAN 
WANTED 


A leading Chicago advertising 
agency is expanding its art de. 
partment and needs a young and 
able layout man. 


If you render a layout skillfully 
if you have imagination, ambition 
and an understanding of art and 


typography. let us know about 
yourself. 

You will find our organization 
congenial. working conditions 
ideal and opportunities limitless 
Be sure to state age, salary ex: 
pected and accounts you've 


worked on. Our own employees 
know about this advertisement. 


Address Box 6212 
Advertising Age 


100 E. Ohio St.. Chieago 11, Ill 


A Present and Postwar 
Industrial Advertising 
Opportunity for a 
Young Man 


An _ internationally known 
electrical equipment in Ohio is int 
employing a man between the ages 
32 in its industrial advertising 
A college education is desirable, an 
technical copy is necessary, and th 
write is essential The man we a . 
may have had little or no advertisi I 
ence but has a creative mind and a } 
of merchandising. He must have a 
great desire to learn, and the abil 
along with people. This is a real 
for a returned veteran or a young m 
to learn the industrial advertising | 
well as the manufacturing busine 
commensurate with responsibility. Ad 
limited only by individual's initiati 
formance Please send full particul 
expected, and photograph All rep! 
confidential 

Box 6211, Advertising Aa 

100 E. Ohio Street, Chicago II, |! 


manufa 


GOOD OPPORTUN!'’ 


Need a young man, able 


and write on outstanding nly 
newspaper, soon to turn Y 
Busy city of 6,000. Good 

tions, salary, etc. Estat : 
1870. Southern Wisconsin. re 


if interested in permanent jc 
real future. 


Box 6205, Advertising A 
100 E. Ohio St., Chicago 
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-ESENTATIVES A VAILABLE 


= ccturers Agent, mechanical 
mneer i8 interested in selling 
+? to Ohio manufacturers or 
; Rox 3606, Cleveland 19, Ohio. 
ja-W est representative with wide 
d- 


ce and agency acquaintance 
handle one 
Comm. 
MISING AGE 
4, 2a 


iently 
class pubn. 
7b51, ADVER’ 
Ohio St., Chicago 


POSITIONS WANTED 

Medical Copywriter, exper!i- 
mmestic and foreign detail, 
management, product de- 
nt, manufacture; general 
um small pharmaceutical 
or ideas, copy on medical 
accounts. Now employed; 


thie! 
d, « 


ADVERTISING AGE 
New York 18, N. Y. 
thiecal Promotion, 
(foods, drugs, 
working with 
<now way around. No desk 
given reasonably free 
direct activities in field. 
Spanish. 
ADVERTISING AGE 
New York 18, N. Y. 
ADVE RTISING ASSISTANT 
r responsible job. Brief 
pre nsive exp. copywriting 
ition direct mail, 
per and house organ. 
etary, female, age 25. 
ADVERTISING 
Chicago 11, 
Acets, Creator 
‘ black & 
Enter- 
broad knowl- 
Dept. store, 
experience, 
AGE 
11). 


OX 57, 

W 2nd St., 

indian Et 
ical, laity 
nerienced 


ss 


ox 58, 
w. 42nd St., 


but 
and 


x $9 
0 KE. Ohio St., 
nywriter for Gen'l 
ypy that clicks 
agazine, dir. 
yoman with 
merchandise. 
order, trade show 
x 68, ADVERTISING 
1 E. Ohio St., Chicago 11, 
sual Aids Specialist, college grad- 
skilled and experienced in film 
distribution, utilization 


I 
mail. 


ne 


iction, 


Cap- | 


additional | 


catalog, | ° 


“INDUSTRIAL ADVERTISING ADVERTISING MANAGER CHICAGO ART DIRECTOR 
MANAGER AVAILABLE | Chicagoan desires position in Los | Available for West Coast,, Pacific , 
Ten years diversified industrial ad- | Angeles or San Francisco areas with | Northwest or Southwest in the im- 
vertising experience; six years pub- | advertising agency or account, Ex- | ™ediate future. A | 
lishing, writing, editing. Executive | perienced an the appeal cna svonkatn. | Box 7560, ADVERTISING AGE 
| experience. Excellent references. | Handling magazines radios news- | 100 E. Ohio St., Chicago 11, Il. 
Graduate engineer, single, 37. Now | yapers, trade journals, school and | ~ ok . . ART 
employed | S. Calif.; available on PL eo ae reusaalenn al Ro + ey ; MISCELLANEOUS 
| Short notice. Prefer West Coast or | ‘ Box 7547, ADVERT ISING AGE Lithographing Plant for Sale doing 
Chicago area. = ne = 100 BE Ohio St., Chicago 11, Ill }@ national business on its well ECT RS 
Box 7553, ADVERTISING AGE : F . s | Known brand of colorful advertising 
100 E. Ohio St., Chicago 11, Ill. F specialties Location Central West 
. | A lable; - . ne r m eae “Ae fee Wy F : 
Advertising Manager—Capable ex- Saareuats cane Research Dire Rel cere ves —— a estab- | Old established national adver- 
. wd ‘a jo ha rena . . ? Sales orce, s Ss me ° . 
ecutive. Can take full charge of de- | techniques of market research in all| has st Mrs PO) It agro lising agency, operating 
vartment. Fourteen years advertis- | [p28 Shown a good profit each year 7 ; 
pi r€ years advertis of its phases; psychological & sales| for more th: 290 vear al 4 and West. has openings for t 
ing experience includes planning, | analysis; has a strong following. | owner re: pg be oreb Health of | 4 |S ee 
copywriting, merchandising and | ivcct anavatious ame eat ua oureee. | Can r Teason or selling. Part cash | fast and versatile layout artists 
sales promotion. Alert, progressive. | tive measures. | Box 7548. ADVERTISING AGE | capable of doing 
eteran. Age, 38. Married. *refer Box 7555, ADVERTISING AGE 00 FR i. oe p+ Bebetnpe cy er rigsnals ;: . ~hensive 
midwest Me rpm Pir Presently em- | 100 E. Ohio St., Chicago 11, Il. : E. Ohio St., Chicago 11, Il pit - als and compre hensives. 
ployed. Sala 7500. }_ | New Advertising Medium. Have fas- Work will be in 
Box 7552 ‘ADVE RTISING AGE > , 1. | cinating Victory emblem for post- wide variety of interesti I 
, i | ad “ ; ah ’ i sting pub- 
100 E. Ohio St., Chicago 11, l PUBL ACATION— ae ALOG war era. (Kibitzers and finaglers | licati mt: S| 
- — 4 ‘ . 5 | don t waste time). Write W. J. Mc- | ication accounts. 
ol rDOOR ADVERTISING MAN Young executives with 15 years ex- |Grory, 3827 W. Maypole Ave., Chi- 
w chee se ee years experience 6 perience in all phases of publication | cago, Illinois. z : These are permanent 
Sale anc yromotion, is interestec F ats yr “j ing ¢ . - . ae S . 
in position Awith progressive adver- — page dh rhage sa cata | Have you more work than you can | we excell er 
tising agency 4 pint ng | handle Group of free-lance vets | qualify for full responsibility 
oe Cine) PIR TTAING — aayout — who have written eff ) ‘ / irec . 
~y ie Pog lee ee — | @ Production from soap ads io industrial probeats, 4 Art Director. 
__ 100 E. Ohio St., Chicago ce Si @ Evaluation |Can make your layouts, draw car- Write full outline of experience 
‘ ACCOUNT EXECUTIVE : Desires position § of responsibility | toon ads. Familiar with typography. | and salary desired to Box 6217. 
Contact house accounts. New busi- and security with large organiza- |These men work as a team and | A dverti pa Ag 
ness and new products. Twenty|tion that can use experience and|would like opportunity to be of | oe oe 
years’ experience. Now employed in| ability to highest degree. College | service to you Give them a trv. St. Chicago, Ill. 
sales department Outdoor Advertis-| training. Married. Chicago area.| Reasonable rates per job or feé¢ 
ine Co. : Salary $5500 bracket. basis 
Box 7565 ADVERTISING AGE Box 7564, ADVERTISING AGE | Box 7538, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill 100 E. Ohio St., Chicago 11, Tl. 100 E. Ohio St., Chieago 11, Tl 


iation. Desires permanent 
tion supervising film produc- 
or other visual aids for large 
any manufacturing nationally 
ertised products. Write A. F. | 
ss 4 Maple Drive, Great Neck, | 
York 


WANTED 


An Outstanding Young 


COPYWRITER 


A top-ranking advertising agency, 
with a record of exceptionally 
ow employee turnover, has an un- 
usual opening for a young man 
of real talent on its staff of sea- 
soned, self-starting writers. The 
man who qualifies will be given 
an opportunity to distinguish him- 
self on leading national accounts 
and his future has virtually no 
He will work with friendly 
associates who encourage original 
thinking and understand the ef- 
fort that goes into good writing. 
The pay is good and the agency 
provides insurance and_ profit- 
sharing plan after a probationary 
period. In applying, tell how old 
you are, what you've been doing, 
how much you've been making. 
Our own employees have seen this 
advertisement. Your confidence 
will be fully respected. 


mit. 


Address Box 6213, Advertising 
Age, 100 E. Ohio St., Chicago II, 


WANTED 
2 TOP-NOTCH 
DUSTRIAL AD MEN 


ehave important openings in this 
“growing, medium-size 4-A agency 


ttWo industrial account executives. 
f you have what we seek, we are 
‘pared to offer you an attractive 
ry. 


permanent job and a splen- 
rtunity for future growth. 
tshell, our specifications are: 
itch creative ability; 2. A 
personality and contact abil- 
oad knowledge of industrial 
ind promotion practices. 


id 

Ina 
Top 
leasis 


lark 
If in 
fyou 
Site 
I str) 


rested, please mail a resume 
xperience including age and 
held. Replies will be held 


confidence. 


CKA®D anp COMPANY, Inc. 
Wes 42nd Street, New York City 


Soles and Advertising Manager 
nationally advertised spe 
distributed through Drug 

ns’ Supply Houses, of 


ial opportunity Good com 


sple 
onfidence 
TISING 
1 
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Chicago 


ADVER 


Oh St 


POSITIONS WANTED POSITIONS WANTED POSITIONS WA 


NTED 


uy , NATIONAL AND LOCAL 
Should Know What 


PRODUCTS CORPORATION 
Can Do For Them 
Equipment and Organization is unusual 


Printing Counsel is given on Economical 
Advertising Counsel is given on Methods. 


PRINTING 


Operation is Day and Night. 
Production and Proper Quality. 
Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e« PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, etc. 


HERE is a large volume of the kind of printing Printing Prod- 

ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 
tion will be promptly given. 
Here is complete equipme nt and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 
TIONS and COPY to MAILING. 
Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 
Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 
standing. 

PROPER QUALITY 


because of up-to-date equipment and best workmen. 
QUICK DELIVERY 

because of automatic machinery 

RIGHT PRICE 


because of superior facilities and efficient management. 


and day and night operation. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE 


wong 


STRONG ON OUR SPECIALTIES 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 
Monotype and Ludlow type- 
setting. 


All Standard Faces 
of type and special faces, 
desired. 


if 


Good Presswork — 
one or more colors. 
Facilities for Binding 
as fast as the presses print. 
Mailing and Delivery 
service as fast 
completed. 


as copies are 


SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


Fioducls Corpouilion 


(THE FORMER ROGERS & HALL COMPANY 
LUTHER C. ROGERS H. J. WHITCOMB 
- Chetreae reo PRINTER SPECIALISTS Vice-Pr a ta # 
Managemen avisor 4 i ) to 
. Dr . ’ - sales 
wing” G HOPPE Artists «¢ Engravers «¢ Electrotypers 
s ce esident, . 
Assistant Chairman L. C. HOPPI 
end Managing Director Telephone Wabash 3380—Local and Long Distance Secretar 
A. R. SCHULZ pe? a RRO Rie AT ath. . as a 
President and == POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS ©. FREELAND 
Yirector of Sales er 
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Wheatena Premium Offer 


Wheatena Corporation, 
way, N. J., is using newspapers 
in large cities for one month be- 
ginning Aug. 28, to promote a 
premium offer in which 10 cents 
will be deducted from the pur- 
chase price of a pound of coffee 


bought. 


Rah- |New York, is the agency. 


when a large package of Wheatena Craig to Stearns 


K. B. Craig, formerly field su- 
Directories 
Ltd., Canada, has been appointed 
advertising and promotion mana- 
Duncan of the Montreal| ger of the Nyal division of Fred- 
office of Spitzer & Mills Ltd., has|erick Stearns & Co. of Canada, 
been elected a vice-president. 


Compton Advertising, 


pervisor of Vernon 


Windsor, Ont. 


Electri(Colossus 


Giant prospect for everything electrical 


ONSIDER the farmer’s uses for electricity— 

how far they outnumber the city dweller’s. 
Home lighting, a toaster, washing machine, re- 
frigerator, radios—sure, all these are at the top 
of the farmer’s buying list. 


And, in addition, twenty or thirty appliances to 
make his business more efficient, everything from 
milk coolers to poultry brooders, feed grinders to 
electric fences! 

The wires carrying power to America’s farms pro- 
vide a colossal market for American business. And 
the present is but the beginning! To the two-and- 
a-half million farms now electrified will be added 
almost six hundred thousand more rural 
customers during the immediate post- 
war period. Rural Electrification will not 
only create new markets; it will broaden 
old ones. 


Any wonder the electrical industry is 
casting appraising eyes on the farmer— 
on the farmer’s first magazine, Country 
Gentleman? 


For Country Gentleman farms are 
America’s first farms . . . first in income, 
efficiency, conveniences, equipment. Even 
in 1940, 40.5% of C. G. farms were con- 
nected to power lines, as against a U. 5S. 
average of only 30.4%. And C. G. farms 
will be first to get new electric power, 
for 53.1% of them are already within 
mile of power lines. (U. S. average is only 
45.6%.) 

Yes, Country Gentleman farms are the 
farms to consider first—for farm sales. 
And remember, you can’t reach these 
farms with non-farm magazines. No 
non-farm national magazine reaches 
more than 22% of C. G.’s nearly 6 million 
readers. 


entlem 
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Three Companies 


Sign to Sponsor 
‘Shadow’ on MBS 


New York, Aug. 22.—Three 


|companies have announced spon- 


sorship of the mystery series “The 
Shadow” this fall on MBS, the 
program to return to the net- 


work Sept. 9 in the Sunday 5:30- 


6 p.m., EWT, period. Delaware, 
Lackawanna & Western Railroad, 
New York, through Ruthrauff & 
Ryan, will present it on 31 Mu- 
tual stations; Grove Laboratories, 
St. Louis, through Donahue & 
Coe, New York, on 47 stations, 
and Carey Salt Mfg. Company, 
Hutchinson, Kan., through Mc- 
Junkin Advertising Company, 
Chicago, on 74 stations. 


Teentimers to NBC 


Teentimers, Inc., New York, 
following local contests through- 
out the country for teen-age 
groups, will present contest win- 
ners as talent ‘on “Teentimers 
Canteen,” new musical series on 
NBC, starting Aug. 25, Saturday, 
10-10:30 am. EWT. Program 
also includes fashion hints for 
the teen-age group. Sterling Ad- 
vertising Agency, New York, 
handles the account. 


Prudential Signs 2nd Show 
Prudential Insurance Company 
of America, New York, sponsor 


of the “Family Hour” on CBS| 


Sunday afternoons at 5, started 
a Monday through Friday day- 
time musical on 171 stations of 


the American Broadcasting Com- | 


pany Aug. 20. The _ program, 
called “The Jack Berch Show,” 
will be heard 4-4:15 p.m., EWT, 
and will promote Prudential’s in- 
surance services. Agency is Ben- 
ton & Bowles, New York. 


Buys ‘Breakfast Club’ 
Phileo Corporation, Philadel- 
phia, has bought a segment of 
the “Breakfast Club” program on 
the American Broadcasting Com- 
pany, and effective Sept. 10 will 
sponsor 9:45-10 a.m., EWT, of 


the show on a Monday through | 


Saturday basis. Agency is Hut- 
chins Advertising Company, Phil- 
adelphia. 


Cystex Starts ‘The Nebbs’ 
Knox Company, Los Angeles, 
maker of Cystex proprietary, on 
Sept. 9 will sponsor a new series 
on 240 Mutual Broadcasting Sys- 
tem stations, Sunday, 4:30-5 p.m., 
EWT, a quarter-hour of which 
the company now uses for “Crime 
is My Pastime.” New series will 
feature the comic strip charac- 
ters, “The Nebbs.” Raymond R. 
Morgan Company jis the agency. 
‘Hobby Lobby’ for Anchor 
Anchor Hocking Glass Corpo- 


|ration, Lancaster, O., begip 
|Aug. 30 will replace it. «y. 
|Corliss Archer” show with “Hy 
Lobby,” on CBS, Thursday. 9.. 
10 p.m., EWT. A _ popul 
|a few years ago, “Hobby 
under its new sponsor 

;}sent a new format. Ag: 


the sponsor is William |} Weig 


|traub & Co., New York. 
Bayuk Change 


Bayuk Company, Phil: 
\for Phillies cigars, on 
will launch ' 
with Bill Brandt, editor of fp 
clopedia Britannica, 

Cecil Brown’s news br 
The new program will 
be heard on Mutual, three oy , 
times weekly, 7:45 p.m. Ry 


|Ivey & Ellington, Philade hia, j 


ithe agency. 


Wilson Sponsors All-Stars 


Sponsored by Wilson Spor 
Goods Company, Chicago 
Chicago Tribune All-Star foot 
game will be heard Aug. 30. 
ginning 
| Mutual Broadcasting System 
Play-by-play description of | 


champions of 1944, the Green R; 
Packers, and picked colleg; 
players will be given by Ha 
Wismer, with Johnnie Neble 
Chicago radio producer, descr; 
ing the color of the event. A 
proximately 100,000 will see ¢ 
game. 


|E. P. H. James Named 
‘Manager of MBS Sales 


E.P.H. (Jimmy) James, a 
tain in the intelligence divisior 
|the Army air force for the | 
|three years, and former direc 
of publicity, promotion and 
search for the Blue Network, 
been named manager of sales 


| System, and will join the netw 
in September. 
sales service, estimating and 
|sales, program, research, pron 


tual. 


as sales promotion manager { 
NBC. 
he was instrumental in develo; 
network sales policies, rate. str 
|tures, advertising and merc! 
dising principles. He has de 

much time to television advert 
ing techniques, and is co-aut 


search.” He was a founder-m 
ber of the American Market 
Society, now thé American M 
keting Association. 


Haire to London 


Haire Publishing Compa 
York, has opened an rice 
London, England, under the di 
tion of E. W. Bell. Offices ar 
28 S. Moulton St. 


“Inside of Spor 


Obab} 


10 p.m., CWT, on th 


contest between the professions 


erations for Mutual Broadcastin 
He will supervis 
tract divisions, and will coordinat 
tion and station activities for Mu 

Mr. James entered radio in 192 


At both NBC and the Bl 


of “The Technique of Market Rt 


Do You Want Overseas Coverage 
of Army Personnel? | 


TIMES The overseas coverage of ARMY TIMES is of Army 


units, posts, camps and stations, not individual subserip- 
tions, as explained in our A.B.C. Report — copy on re- 
quest. Our overseas circulation of more than 100,000 
copies per week (total circulation 200,000 copies per 
week) has at least four or five times that much coverage 
of overseas Army personnel. P. S. Yes, advertising in 
ARMY TIMES goes overseas, and is carried in all 
four editions. Send for free copy of Merchandising 
for Morale. 


idvertising Representatives 


NEW YORK George T. Hopewell, 101 Park Avenue (Lexington 2-3783 
CHICAGO H. B. France, 549 West Randolph Street (State 9564) 
PHILADELPHIA: R.W. McCarney, Rm. 606, Jefferson Bldg. (Market 0887) 
DETROIT Clark H. Stevens, 639 New Center Building (Madison 0639 
BOSTON Lawrence Mitchell, 80 Boylston Street (Hancock 5066 


5 Third Street (Garfield 6740) 
Michigan 1269) 
Building 


SAN FRANCISCO: George D. Close, In« 
LOS ANGELES 448 S. Hill Street 
SEATTLE: 1011 Americar 


ARMY TIME 


DAILY NEWS BUILDING 


Member Audit Bureau of Circulations 


WASHINGTON 5, D. C. 


Frequency... the u 


Nickel, Nickel... 


159,000,000 nickels cli 
turnstiles during an average month, dropped by 
some 5,638,800 people who get around—and are 
constantly exposed to subway cards and posters. 


ck merrily into subway 


Formula for Selling New Yorkers 
Mass Coverage X Color Impact X High 


nique combination in 


Subway Advertising. 


New York Subways Advertising Co., Inc 


630 Fifth Avenue, New York 20, N. Y. = 
410 N. Michigan Avenue, Chicago 11, Ill. 
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ff the most destructive things in 
ing today is the agency solicita- 
th speculative plans and radio 


Mar a top-flight agency refuses to 


Creative ans Corner 


and permanent, valued employes. 

Indeed, the majority of these large ad- 
vertisers refuse any competitive agency 
solicitation — either with or without the 
speculative element. 


of 1939, Alec later proving a network hit 
on his own for Miles Laboratories. Then 
Jack Louis chose Ransom Sherman and 
his “Hap Hazard” program as a summer 
replacement for Fibber the following 
year, and Ransom stayed on for Johnson 
as its second show. Finally, it was Jack 
Louis who was instrumental in having 
one of Fibber’s stooges, the unctious, af- 
fable Gildersleeve take over a program 
for himself, with another of the Need- 


Hospital, the Evanston Community Chest, 
and of the State Bank & Trust Company 
of Evanston. There, too, he has been 
chairman of Selective Service Board No. 
1. In addition, he is a director of S.C. 
Johnson & Son, and of its Canadian sub- 
sidiary, and a member of the Glen View 
Golf Club, The Attic Club and the Chi- 
cago Commonwealth Club. 

Last year he purchased Station KTAR, 


icactmake such a solicitation, even when it is The reasons should be obvious to ham, Louis & Brorby accounts, Kraft Phoenix, from the Arizona Publishing 
‘bahimmked for. But unfortunately there is everyone. But somehow they are not. Cheese Company, Chicago, as sponsor. Company, giving him control, in addition, 
ec or fumany another of almost every size and There are today a great many adver- Despite his multitudinous agency and of KVOA, Tucson. Previously, the FCC 
n.. Eyiipssification in which speculative plans tising managers who welcome solicita- radio activities, Jack finds time, some- had granted him control of KYUM, 
elphia, fe the basis for solicitation. And in the tion, and particularly speculative solici- how, to act as a director of the Evanston Yuma, and KYCA, Prescott, Ariz. 
id of radio, the audition of new shows tation on the avowed theory that they 
; the presentation of programs is’ are always on the lookout for new ideas. 
Stars st the rule. There are others who think this keeps 
Spo The worst thing about this is not, as their own agencies on their toes. In 
Q e see it, the cost or the waste in such’ either case they are wrong. The P Of 
r foot licitation, but rather the deterioration The best advertising grows out of a C ag ~- NEWS AND VIEWS OF MAIL ORDER ADVERTISING 
5 30 the agent’s function to that of idea study and knowledge of products and 
on idle ; their selling problems that can only be In this department, basic principles which have proved their value in mail 
ystem ince upon a time advertising was only had through full understanding and co- order advertising—and which are equally important to the advertiser who 
yn of matter of keeping one’s name before operation between advertiser and agent. does not seek direct inquiries or orders—will be reviewed and discussed from 
ofessi public; the advertising agent was It doesn’t come just out of bright ideas. week to week. Pertinent case histories, queries and comments from readers 
'reen B y a broker of white space in which to Moreover, fear of losing an account has are invited. Whenever possible they will be answered here. 
Colle t that name. Later advertising came been responsible for a great deal more 
yy Ha be part of the business of selling and ‘bad advertising than good; it almost : : ; 
“ Nebleimme creative function was added to agency always means change, usually for the USING COIN CARDS FOR down over the coins, keeping them In 
pins vice. Much more recently, product sake of change alone. SMALL REMITTANCES . place. The flap provides space on the 
ont Anipd sales research and merchandising The evil we are talking about, how- When small remittances are called for front for an order form and selling copy 
| see ve brought the advertising agency to ever, lies mainly with the agencies. In on mail order offers, or where you have on the inside and back of the flap. 
status that is almost professional. their eagerness to add new clients, they over-payments to return to your custom- The second type is die-cut also but has 
We think there is no astute and prac- forget that speculative plans and ideas ers, coin cards afford a very inexpensive a bar across _the openings to hold the 
ed advertiser who currently would and radio programs strike at the very and effective method of handling. coins in position. 
med e this otherwise. The modern agency fundamentals of good business. If you are asking for 25¢ down as the The third type consists of two pieces 
ales proved its worth to the business of It is one of the black marks against National Educational Alliance, New York, of heavy card board glued together 
i a ertising and selling, and the rela- radio that the race for ratings is the rea- does on its complete photography course, around the edges with a slot for ineert- 
etal ship between most large advertisers son for the current upsurge of these a handy coin card enclosed in mailings ing the coins. The face of the card can 
the i their agencies is that of employers speculative presentations. simplifies the remitting and helps to get be printed with an order form. 
dire quick action. Many a sale is lost because A fourth type is merely a printed card 
and the prospect didn’t have a checking ac- with instructions explaining how to fold 
vork, count against which to issue checks, or down the corners of the card to hold the 
sales it wasn’t convenient to go to the post coins in place. 
adcastin , office, or he didn’t trust enclosing loose All coin cards, of course, should be en- 
tobias OW f to HOW . e eJohn Jeffry Louis coins in ordinary mail. The answer is closed in envelopes for mailing. Several 
7" . coin cards! types may be purchased at stationery 
tans ; ’ . ; oe There are four different types of coin stores but if you plan large mailings you 
— Big, soft-spoken and genial, John J. and Melvin Brorby, the advertising cards. First, those with the die-cut slot can buy coin cards printed to your order 
s for Jeffry) Louis, vice-president in agency of Needham, Louis & Brorby was having space for coins of various denomi- as low as $2 per thousand. Don’t over- 
~ ‘Base of radio, Needham, Louis & launched on the darkest day in Ameri- nations. This type of card has a flap look this method of handling small remit- 
io in 199g™prby, Chicago, belies in appearance the ca’s industrial history, Oct. 1, 1929, the glued to the back of the card which folds _ tances. 
,ager f@™venturous spirit inherent in his make- day the stock market crashed. With no 
the Bug way to go but up, the agency was pros- 
€velo] His records as a pering by 1932, and Jack Louis was eye- o Bo 
ate. str yer in World War I, ing the potentialties of radio for his cli- CSS [tf Stott eC CE en 
“ pre an innovator in ad- ent’s products. VELL (al 
hh okt erlising or That year he launched the first net- 
«aut nd as an astute se- work program for S. C. Johnson & Son, . : ; ; , 
sete i ctor of successful ra- putting Ted Weems’ orchestra and Ida Summary: Projected Increases of Retail Sales Over Their 1938-1941 Average 
jer-m« shows, however, May Bailey’s songs on NBC for 13 weeks. Projected $100 $110 $120 $130 $140 $150 $160 
Market re guides to his char- Both the client and the public liked the Increases in: If National income is: Billion Billion —_Billion Billion Billion Billion —_Billion 
can M ler. Further confir- show. In 1933 newspapers began to show ‘ 
tion of this estimate a distinct coolness to radio log listings, Votel Retell Sates 7% 3h MH 8H TH ISH NOG 
iis acquisition of a and another Jack Louis idea, the “John- Smoking Material Sales 5% 14% 22% 31% 39% 48% 56% 
“acre citrus ranch in son Daily Radio Guide,” a _ transcribed 
zona, Which he says Jack Louis five-minute commentary on programs of Medical Supplies Sales 6% 14% 23% 32% 41% 50% 59% 
‘the last state re- the day, was released to U.S. stations to Saiun eens tan a tA «(Sn On 50% no 
oy ning the qualities of pioneer America.” promote Johnson’s wax. ee ee ~~ 
nee of that he expects to retire to his ranch The next year, 1934, Johnson was Send tates 12% 23% 35% 47% 59% 71% 83% 
orrow, despite the fact that he now _ sponsoring a network program with Tony 
= Wns four radio stations in Arizona. As Wons, but needed an additional show for Clothing & Footwear Sales. 19% 31% 44%y 56% 69% 81% 94% 
sees the job immediately ahead for its auto polish. Louis assumed the mantle : : : 
nerica, his part as an advertising man _ of roving talent scout, but he didn’t roam Kitchen Supplies Seles 4% =63R 4H HOH IH OM 
Ks too demanding and interesting to far before hearing a show he thought had House Furnishings Sales 20% 36% 52% 68% 84% 100% 116% 
le lor a smudge-pot routine. And he _ possibilities. In fact, he was driving in 
Hever more in earnest than when he his car one night near Chicago when he Wine & Liquor Sales 22% 42% 63% 84% 105% 126% 146% 
tines the action necessary to place tuned in “Smackout,” a comedy series : | 19% 38% 56% 75% 93% 112% 130% 
s¢ manufacturers of standard mer-- written by an ex-cartoonist named Don Automotive Sales | 32%* 52%* 73%* 93%* 114%% 134%*% 155%" 
nd back in the position of leader- Quinn and featuring an unknown couple 
E : j j “increase over 1938-1940 Average 
y held before the war. named Jim and Marian Jordan. 
he first job, he declares, is to re- For some time Jack Louis had been in- + 
1 public demand for quality goods terested in a bizarre fraternity whose in- Summary: Projected Increases of Advertising Dollars Over Their 1938-1941 Average 
© by the manufacturers whose plant ternational headquarters are in Burling- ’ 
were turned over wholly to war ton, Wis. ‘This is the Burlington Liars’ | fos itm anaee ek as 
nd whose sales forces were de- Club, membership in which demands a 
yy the manpower needs of war. repertoire of, or an ability to create, Total National Advertising 12% 26% 40% 54% 68% 82% 96% 
Louis has been identified with ad- what are known as “whoppers.” In ————E —— - 
since he was graduated in 1914 “Smackout” the main character was a Smoking Material Advertising 6% 24% 42% 60% 78% 96% 4% 
rthwestern Academy. That same _ rube grocer who was always smack out Medicel Sundiien heading. 11% 22% 34m, 46% 19, 699 8 . 
! loined Mallory, Mitchell & Faust of the stock demanded and who alibied “ahi 2 iis : = 
iger of production, leaving that with the tallest story handy. Toilet Goods Advertising 10% 20% 30% 40% 50% 60%, ”O% 
n 1916 to become sales manage1 The combination of the Liars’ Club and —_—--—— —- - --— 
‘\\ Charles Daniel Frey organization the “Smackout” character played by Jor- Food Advertising 9% 22% 35% 48%, 61% ’ 5% BBY, 
‘80. , dan looked like a natural to Louis, who Clethin a tials Dtinidiate 29%, 509 19 
World War L, in which he was a soon convinced the Johnson people of li Ol ° 
it with the 20th Squadron, First such a show’s possibilities Kitchen, Supplies Advertising 11% 28% 5 Og ; 
ibardment Group and was seri- te 1008 with Jim Jordan as Fitbe: — —_———- 
vounded, Jack Louis spent six ahaha, ks 5 tang gilenaligy are 2 poi House Furnishings Advertising 22% 419 , O% 
lling advertising, first for Collier's and his wife, Marian, as Molly, the ‘“Fib- —_ -- - ; 
and later for Cosmopolitan. In >&r McGee & Molly” show was premiered Ss _— Advertising O% 37 To OTe 
a rejoined Charles Daniel Frey, in NBC’s Radio City studios in New York Automotive Advertsing’ 310 4ne ve g1o 
: € as a vice-president and general Jack Louis’ discerning judgment of tal- ease ove 940 Averag 
<a ent was further proved when he picked + Based 01 national magazines, national tarm publications and chain raa 
€nturesome nature was tested Alec Templeton to fill in as summeé} ¥ From a study by Life 
vhen, with Maurice H. Needham replacement for the McGee opus in July 
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25 Dep't Stores 
Mull Plan for 
NY Buying Oftice 


New York, Aug. 23.—Twenty- 
five department stores in the North 
and Midwest, under the leadership 
of R. B. Buchholzer, secretary and 
general merchandise manager of 
the Hower Corporation, Akron, 
will hold an organization meeting 
at the Hotel Governor Clinton 
Monday to consider the establish- 
ment of a cooperative, non-profit 
New York buying office for stores 
in the annual volume class be- 
tween $750,000 and $1,500,000. 

S. W. Newburger Company, New 
Albany, Ind., and Joseph Szold & 
Sons, Peoria, Il]., together with the 
Hower Corporation, are the center 
of the new group tentatively 
formed as the Independent De- 
partment Stores Association, Inc. 

The organization is designed to 
overcome the disadvantages of 
being “too small for the large, 
store-owned groups, but too big 


| yet been decided. No member will 
| be admitted which does 


for paid buying offices with hun- | 
dreds of clients,” Mr. Buchholzer 
explained. Midtown office space 
is contemplated for occupancy by 
Feb. 1 although quarters have not 


more 
than 25% of its total volume in 
any one department to be serv- 
iced, and each member will pay 
the same flat, annual fee regard- 
less of its volume. 


Department Store 
Study Shows Peak 


expense, so that average earnings 
before federal taxes rose to a new 
high level of 12% on net sales. 

The percentage cost of doing 
business, the bureau reports, fell 
from 29.4% of net sales in 1943 to 
28% in 1944. This new level is 
9% of sales below that of 1938 


and 4% of sales below that for 
1929. The conditions which per- 


mitted management of the report- 
ing stores to achieve this low ex- 
pense rate included a 12.3% in- 
crease in dollar sales over 1943. 
The augmented dollar sales re- 
sulted partly from trading up re- 
flected in an advance in the size 
of the average gross sales trans- 


Earnings for “44 


Boston, Aug. 22.—Department 
store business in 1944 rode the 
crest of wartime inflation, accord- 
ing to information released today 
by the Harvard Bureau of Busi- 
ness Research. 

The bureau’s study disclosed 
that the 372 reporting depart- 
ment stores conducted a larger 
number of transactions without 
proportionate increases in dollar 


| action. 
| Other factors contributing to the 
|lowered expense rate were the 
‘continuing presence of govern- 
pronaer: restrictions on services of- 
fered, the maintained pressures on 
|; manpower, and the willingness of 
|customers to undergo some in- 
|/convenience in order to purchase 
wanted merchandise. 

The study, “Operating Results 
of Department and Specialty 


ETT 


= 7 


You seldom see 


“BILL FARREN 


When the roving job of Special Events and Publicity Director was opened up 


by Jack Steck’s appointment to Program Director at WFIL, Roger Clipp could 


have selected anyone of several qualified men to head the department. 


But he naturally turned to Bill Farren... 


and for good reasons. For Bill’s 


experience seems to have been tailor-made for the job. 


Since 1928 when he started at the first commercial radio station in the country 


(KDKA), he has been an announcer, sportscaster, newscaster, newsreel com- 


mentator and producer. With NBC, Bill broadcast: the first television show from 


the World's Fair; first visit to the U.S. by the King and Queen of England; official 


newscasts to Admiral Byrd’s expeditions at the North and South Poles; radio 


addresses by the President of the United States; and many headline news events 


since he came to WFIL two years ago. 


Today when many special events center around military affairs, Bill Farren’s 


education at the U.S. Naval Academy and service with the U.S. Signal Corps 


gives him an edge over most special events directors. 


In fact, you seldom find a Special Events Director as experienced and adept in 


handling news events so well as Bill Farren. And here at WFIL, special events 


are a vitally important part of our Public Service to the people in the nation’s 


third largest market. 


IN 


PHILADELPHIA 


WFIL 


MEANS PROGRESS 
and PUBLIC SERVICE 


Represented Nationally by THE KATZ AGENCY 
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... still a war to be won 


and until the Japs are beaten and the boys come home 
there still won't be enough Kleenex for civilian uses 


2. Hospitals caring 
for the * wounded 
both here and abroad 
call for more and 
more Kleenex. This 
is given first consid. 
eration 


3. Aircraft, preei 


sion instruments. 


war plants find ever 
increasing needs for 


%® Your patience during these days of short supply 

is highly appreciated. Everything that can be done is 
being done to warrant your confidence. Kleenex’ limited 
production is being distributed equitably to all outlets . 
and consistent with government regulations we'll keep 


Kleenex the fimest quality tissue that can be made 


There is only one KLEENEX 


...still a peace to hy 


and until peace is secured and the boys com 
there still won't be enough Kleenex for civilia 


more Kleenex. This 


eration 


Pv 
increasing needs for 
Kleenex 


* Your patience during these days of short s 
is highly appreciated. Everything that can be 
being done to warrant your confidence. Kleen: 
production is being distributed equitably to all 
and consistent with government regulations we 


Kleenex thé finest quality tissue that can be + 


There is only one K|! 


ENEX 


WAR & PEACE—The September trade ad for Kleenex (left), was caught by 


| 


goods 


| quick work and the revised head at right will appear in September ang 
October issues of 18 papers in the drug, supermarket, chain store and dry 


fields. 


Stores in 1944,” to be published 
soon, was written by Professor 
Malcolm P. McNair of the Harvard 
Business School. 


Standard Labs 
Merges 13 Drug 
Companies Oct. | 


New York, Aug. 23.—Thirteen 
| Proprietary companies will be 
merged in Standard Laboratories, 
Inc., New York, on Oct. 1. 
formal incorporation which takes 
| place on that day will include sev- 
|eral companies now in Standard 
Laboratories and will be coinci- 
|dental with the announcement of 
|the marketing of all products under 
| the Standard label. 
| In addition to Non-Spi Com- 
| pany, Dr. Earle S. Sloan, Inc., and 
| Vince Laboratories, Inc., which al- 
|ready are part of the Standard 
stable, the following will enter the 
| fold in October: Bauer Chemical 
|Company, Dr. Bell Medicine Com- 
| pany, Bisurated, Inc., H. E. Buck- 
|len & Co., Chamberlain Medicine 
;|Company, C. I. Hood Company, 


|Hellier Company, Pfeiffer Chemi- | 


| Danvers 


and Waterbury Chemica! (; 
pany. 
Concurrently, the company 


nounced the appointment of Rob, 


S. Danvers, formerly with Ni 
& Sproul, Inc., New York, as 
sistant advertising manage: 
was 
Wyeth, Inc., Philadelphia 

Wesley Associates, New York 
the agency for Standard Lab 
tories. 


‘Surveys Negro Market 
The | 


A comprehensive survey 0! 
Negro market in Washingt 
D. C., Philadelphia and B 
more has been instituted by t 
Afro American Newspaper Gr 
Research Company of Ame 
will make the survey of buy 
work, reading and 


New York, will handle promot 


and advertising of the survey fd 


the newspaper group. 
Names George Martin 
National Moldite Compa! 


Hillside, N. J., maker of electron 
G eorg 
Homer Martin, Newark, to hand 


parts, has appointed 


its advertising. Direct mail ; 


|cal Company, Sanitol Company! business papers are scheduled 


previously wit 


recreatig 
habits of Negroes in those citi 
and the Harry Hayden Company 


IF YOU WANT TO 
DO BUSINESS IN TAMPA 


GO WITH THE CROWD 


Tampa people read the TIMES! Tampa merchants 
advertise in the TIMES! The TIMES carried 1,776; 
194 lines of local advertising during the first six 
months of this year. This is 19 percent plus more 
than carried six days a week by the only other « aily 
The EARNINGS of Topo 
people . . . readers of the TIMES... are U 19 
percent plus over 1943. 
TIMES advertisers did $78,421,000 worth of 
ness in 1944, 70 percent over census year tc o/s. 
If you want to sell in Tampo use the medium ‘ct 
.. THE TAMPA Dy LY 


Tampa newspaper. 


sells to Tampa people 
TIMES! 


TAMPA 


NATIONAL PA DA 


Owners ano operators oF WAI FI) AA EE covumaia arriviare 1+ 4M 


AILY TIM 


Tampa retail stores 
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jdvertising Age, August 27, 1945 
Magazine Rates 


and Circulations 
to Move Upward 


Ne York, Aug. 23.—The re- 
jaxation of paper restrictions will 
ye ‘nore Magazines on sale at 
newsstands and in most instances 
~me of the additional paper 
wailable will also be used to 
ccommodate more advertising. 
The increase in supplies has 
ompted some publications to 


announce higher page rates, based 
her guaranteed circulations. 


» Inc., has upped rates for 
me and Fortune. Time’s new 
ate for a full-page black and 
hite advertisement is $4,200, 
, $900, for a new guaranteed 
irculation of 1,300,000, effective 
Mar¢ 4, 1946. Former guaran- 

vas 1,000,000. Fortune will 


crea e its full-page rate to $2,200 


sginst its present $1,850. Guar- 
bntee becomes 210,000 against | 
‘ent figure of 175,000. 
Fawcett will increase the rate 


r True to $1,250 on Jan. 1, 1946, | 
from the present rate of $1,015. 


other changes are contem- 
plated in the Fawcett line-up, 


but circulations are expected to| 
rease greatly. Life Story, for 
xample, is expected to hit 750,- 


0 by October, an increase of 
Neither Curtis nor Crowell- 
llier contemplate any _ rate 


inges immediately, but do ex- 

circulation to go up, as does 
The New Yorker, which hopes to 
to have more copies on 
newsstands. 


1BP Publicity 
roup Formed 


New York, Aug. 23.—The Asso- 
ted Business Papers has an- 
ineed the formation of a na-| 
nal conference committee to 
rect a special publicity cam- 
gn, to be launched in September 
a six-month trial period. 

Paul Wooten, Washington rep- 
entative of McGraw-Hill Pub- 
Company, and president 
National Conference of 
siness Paper Editors, is chair- 
in of the committee. Other 
embers include Julien Elfenbein, 
laire Publishing Company, and 
James G. Lyne, Simmons-Board- 
in Publishing Corporation. 


Will Survey Editors 


Details of the campaign will be 
nounced Sept. 7 by Mr. Wooten 
hen the editors’ conference is 
eld in Washington. Plans call for 
rveys of member editors’ opin- 
ns on significant national 
ternational economic questions, 
th Rider & Keister conducting 
he surveys. During the second 
nonth period, the commit- 
€plans to prepare feature articles 
tribution through newspaper 


1 
e adie 


>» al 


ng 
Ins 
the 


iture syndicates. 

The fall meeting of the ABP ex- 
utive committee, advisory com- 
ittee and all committee chairmen 
ll be held at the Edgewater 


beach, Hotel, Chicago, Sept. 28 and 


or | 


Seyfarth Heads New 
Harvester Unit 


A. C. Seyfarth, formerly man- 
ager of the consumer relations de- 
partment, International Harvester 
Company, Chicago, has been ap- 
pointed director of education with 
duties of revising and directing all 
education and training work in all 
departments. 

M. F. Peckels, formerly an 
assistant to Mr. Seyfarth, has been 
appointed manager of the con- 
sumer relations department, va- 
rious sections of which have charge 
of IH advertising, market analysis, 
farm practice research, dealer 
merchandising, catalog production, 
etc. Education and training pro- 
grams, until now directed by the 
department, will be handled here- 
after by Mr. Seyfarth and his staff, 
the size of which has not yet been 
decided on. 


Cutex Ups Budget 
to Spend $650,000 
in Coming Year 


Northam Warren Corporation wi 
spend $650,000 within 


‘ 


| 


| 


Stamford, Conn., Aug. 23.—The 


ll 


the next 
year to advertise Cutex nail pol- 
ish. This marks the largest ap- 


| propriation in the company’s his- 


|tory, and according to Northam 
| Warren, president of the com- 
|pany, is the largest appropri- 


ation for nail polish alone in the 


| field. 
A long 


list of magazines wi 


| be used and the present advertis- | 
ing schedule appearing in the| proved products and improved | 
| United States, Canada, Brazil and! packaging.” 
| Argentina will be augmented by| to do twice as much world-wide | 


1 


vertising, handled through J. Wal- 
ter Thompson Company, will con- 
tinue to stress the fashion 
approach and will feature clothes 
by Schiaparelli. 

The lifting of restrictions is ex- 
pected to provide a 50% increase 
in sales of manicure preparations 
over 1944, according to the com- 
pany, which like all others had to 
hold down its sales because of 
lack of bottles, materials, etc. 

Cutex agencies throughout the 
world have already expressed a 
desire to import the nail polish, 


and the world market, according | 


to Mr. Warren, “is waiting for 
our goods, new products, 


| advertising throughout the world! business as its nearest rival. 


im- | 


The company claims | 


| 


e| aS soon as conditions permit. Ad-| BBDO, Detroit, Moves 


67 
The Detroit office of Batten, 
Barton, Durstine & Osborn, has 
been moved to new quarters in 


the Book building, Detroit 26. 


“A Bit of Paris in New York” Ps 
id v. 
4 


P 


Est 1906 
FRENCH RESTAURANT 
REAL FRENCH CUISINE 


LUNCHEON From $1.50 
DINNER From $2.00 


( Famous French Candies 


1S EAST 52d ST. 


RRR SS eee 


¥ 
x 
% 
% 
: 
| 


| 
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Bocayse to the 1,350,000 fami liec 
in the American tome 


homemaking 1S 2 joy. not a chore- 


that’s why they read the Amevican ttome Magazine 
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68 
|ceived last week and Mr. Stuart 
said that with the company con- 


Unique Job Plan 
for War Workers  {icfnding jobs for the 750 dis. 
at J & J a Success placed workers, all should be 


placed in a maximum of two 
(Continued from Page 1) weeks’ time. 
nated. A 


includes: Esso Outlines Expanded 


1. A four-page broadside| Research Program 
mailed to 1,400 Chicago employ-| onstruction. as 
ers, plus 600 officials of Chicago|yjais are available, of major pe- 
national banks, recommending|troleum research centers at Lin- 
the gas mask workers and citing|den, N. J., and Baton Rouge, La., 


five-point program, it 


soon as mate- 


their wartime record. |are part of an expanded research 
2. A newspaper display adver- | Program which ultimately may 
tisement on the same theme. | involve an expenditure of $8,- 
3. Individual work experience | 900,000, Eugene Holman, presi- 


pre ke ; ‘ : oe ~~ |dent of Standard Oil of N. J., has 
record sheets for the employes, | announced. 


to help direct them toward the | The company already has re- 
work for which they are best| search laboratories in both cities, 
suited. jand the eight new buildings, to 

4, A training program con- | be completed by the end of 1946 
ducted by J & J to teach em-/or early 1947, will provide re- 
ployes how to conduct their part| Search facilities for scientists of 


° e ° » } st; ar > > > | 
of an interview with prospective | the Standard Ojl Dev elopme nt | 
emplovers Company, central technical or-| 

iE Te ee ti is ganization of the Jersey Stand-| 
o. ermunavon pay. ard group, which will be ex- 


Still Jobs to Do, 
War Ad Council 
Cautions Admen 


(Continued from Page 1) 


ing the campaigns and to carry 
on the vital public service job 
which was performed so _ well 


during the war.” 

Mr. West said that it would be 
difficult to draw a clear-cut line 
between the ‘“‘reconversion” and 
“postwar” periods, and expressed 
hope that sponsoring groups will 
approve the plans outlined in the 
council’s brief announcement of 


its “postwar service program for 
| business.” 

Will Seek Nurses 
“This plan envisions a continu- 
|ing system for channeling infor- 


Nearly 200 job offers in peace-| panded from its present staff of|™ation to the American people,” 


time manufacturing had been re-| 2,100 by least 20%. 


> 


| Mr. West explained. “The plan 


aintendent f 
Supe Dec knees 
Maintenance Supervisor? 

Pharmacist ? 


It isn't presumptuous for us to suggest that you may not 
know. And no reflection on your sales organization is in- 


tended. 


Hospitals are complex organizations, like miniature complete 
cities, and some of them are not so miniature, since they 
may have thousands of employees handling all the wants of 
other thousands of patients. 


Just as no two cities are identical as markets, no two hos- 
pitals are operated and managed identically. Their prac- 
tices may vary as widely as the living habits of two cities a 
continent apart. In one hospital everything must be au- 
thorized by the superintendent. 


tendent may delegate ample authority to handle everything, 


In another the superin- 


including buying, except things involving the most basic 
matters of general policy. 


Thus the department head may be the man to sell and the 
man who signs the order, or he may be able to do no more 
than give your product and your salesman a good word with 
the purchasing agent or the superintendent. 


Under the circumstances advertising in this market is of ex- 
ceptional importance, for advertising properly written and 
properly placed, can take the time to call on everyone who 
may influence results; can get in where it may never occur 


For Detailed 
| 
Reterence Doto 
See 
THE MARKET 
| DATA BOOK 
Business 
Publications 
Edition 


Susiness Office 


? 2? (1 
Dperating koom Soperyiser is Maternity Room SUuPerHSe° 


Who's Going to Bug 


Dietitian? HousekeePe ' 


of Nurses? 


Lb. Bs 


Lgineep ? 


sing Agent ? ? 
Purchasing Found Head. 
€€ Manager ? 


to your representative to call; can be on the job at the time 
when the right word will clinch the business. 


As to copy, it is up to you to present facts in a manner 
which will appeal to buyers of far greater than ordinary edu- 
cation, people of above-average intelligence, men and 
women whose work caring for the sick and injured makes 
exceptionally conscientious. They are looking for ways in 
which they and their hospital may serve their community 


more effectively. 


HOSPITAL MANAGEMENT can take this kind of copy to 
all who influence your sales results and do a job for you. 
Our properly balanced editorial program of “how-to-do-it" 
articles, coupled with the best news service in the field, pro- 
vides the reader-traffic to your copy that gets attention to 


what you have to say. 


More than three-quarters of the hospitals where HOSPITAL 
MANAGEMENT is received route copies from one depart- 
rr.ont head to another, and in articles, correspondence and 
display adver*ising we have encouraged this practice so that 
we can take your story deeply into the market where those 
unknown factors are reached. 


Ask for our circular giving our complete story, or have one 


of our representatives give you the details. 


Hteiital 


RAGA 


Advertising Age, August : 1945 
|offers American industry an op- 
| portunity to demonstrate the same 
|business statesmanship and high 
| concept of public service that was 
| demonstrated during the war.” 
Meanwhile, Mr. West revealed a 
new council program in prepara- 
| tion to assist civilian hospitals in 
recruiting student nurses, and per- 
suading retired nurses and nurses’ 


Rush to Promoie 
Newly-Released 
DDT Is Expected 


(Continued from Pag: 


aides to fill in during the continu- mes Reg cattle spray should 
ee Penn Salt will distribyte 


| Arranged chiefly in cooperation 
| with nursing and medical groups, 
|with government playing only a 
|minor role, the campaign aims at 
recruiting 60,000 nurses to enable 
hospitals to serve their full bed 
capacities. 

Program book for the campaign, 
which is to be called “Help- for 
Hospitals,” is being prepared by 
J. Walter Thompson Company. 


DDT products through suc \ar 
nels as drug stores and Ye 
stores and estimates a 50,050 jop 
ber-dealer setup. Research als 
under way in Penn Salt’s Whit 
marsh Research Laboratories , 
find new combinations and yp 
for DDT, among which is a pra 
tical and economical method 


tively than even before. 

Future advertising pla " 
probably include the use of ney 
papers, magazines and spot radj 
Penn Salt says. 


Merck Also in Field 
Merck & Co., Rahway, N. J 


Bit-O-Honey Clicks; 
Wunderlich Appointed 


More than 28% of the 16,752 
dealers to whom Schutter Candy 
Company, St. Louis sent “get ac- 


quainted”’ packages of its Bit-O- also is : lee Bi ; 
: so is runni i aw trad 
Honey candy bar have returned Te SURRINS Se Sh & Sew try 


business reply cards enclosed sup- journals, stating that 


‘plying information of value in| ¥€@rs, Merck has been producin 
' future promotion, according to | one of the basic chemicals em 
Arthur E. Nack, sales promotion | ployed in the manufacture of DD] 


manager, Universal Match Corpo- 
ration and its divisions, which in- | 
clude Schutter and the Candy 
Brothers Mfg. Company. West- 
heimer & Co., St. Louis, and Kap- | 
lan & Bruck, New York, handle 
advertising for Bit-O-Honey. 
Ralph Wunderlich, formerly as- 
sistant advertising manager, Rob- 
erts, Johnson & Rand, a division | 
of International Shoe Corporation, | 
has been appointed assistant sales |in view of the termination of { 
promotion manager for Universal | war.” 
and its divisions. | Merck will continue to prody 
DDT powder in its undiluted fi 
Texas Promotes Two for insecticide and other manu 
R. L. Sanders, vice-president | facturers to make into mixtur 
and secretary of the Texas Com-|and compounds for use in agricu 


and thus it is only natural that w. 
should be at the forefront in th 
production of this powerful ne 
insecticide.” 

D. W. Coutlee, director of a 
| vertising for Merck, told Apvr 
TISING AGE that the company | 


vertising at this time, but 
matter is now under considerat 


pany, New York, has been named | ture, on animals, and for household 


| vice-president in charge of do-| 
|mestic sales, succeeding H. W. 
ht resigned. Mr. Sanders will 
relinquish his secretarial duties. ; . 
Walter Hochuli, sales manager | Pound in lots of 
of company’s central territory | /@rger. 
who is at present serving with the 
| Petroleum Administrator for War 
as director of the distribution and Monsanto 
|marketing division and chairman} St. Louis, reports the trade nan 
of the domestic operating com-|it will use for DDT products 
mittee, has been appointed gen-| Santobane. The 
| eral sales manager. |supply manufacturers with bot 
liquid and powder DDT. M 
santo points out that the WPB | 
been alloting for civilian use a! 
sale 1,000 pounds of DDT 
month to each producer to us¢ 
he sees fit for agricultural, biolog 
cal and civilian experimental! pu 
poses. After Army and Nai 
requirements have been filled, the 


purposes. Wholesale prices 
Merck range from 90 cents in on¢ 


100 pounds a! 


Monsanto Has Santobane 
Chemical Compan! 


os BS 
‘Joins ‘Review-Star’ 

| Christopher A. Anderson, for- 
|}merly promotion manager of Sales 
| Management, has joined Nassau 
Daily Review-Star, Hempstead, 
N. Y., in a similar capacity. Mr. 
Anderson will also establish an 
advertising-merchandising service 
for retailers. 


TRY THIS ON YOUR PHONE | 


- « You will find 
it a satisfying 
number beco:'s¢ 
it opens tre 
quick, sure v oy 
to the comp’ *t¢ 
and econom -c! 
handling of 
your produc’ on 


. . » Write or Phone for 
one of our Representatives 
—Let us show you samples of work 
we are doing fer successful institutions. 


* 
FAITHORN CORPORATION 
Ad-Setters - Engravers + Printers 
400 N. Rush St., Chicago 11 » Whi. 2300 


requireme: '5- 


Vv 


PRINTING 


~ 8 
100 E. OHIO STREET, cHICAGO 11 Meanie 4 AND NIGHT SERVI E 


be marketed by Dec. 1, and jroypg 
the first of the year Penco sarge, 


mothproofing clothes mor: effer. 


“for many 


no definite plans for further ad, 


pound containers, to 55 cents pel 


company will 
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“', 15 |the My-T-Kil Company, began, Walter Thompson Company Ltd. 4 
SED |local distribution this week with; Selected newspapers in farm maeney Cee Agency 
ia RELEA |the My-T-Kil DDT spray adver-| areas will publicize the value of | eaucuiien ae *., a eect avant 
—" FOR HOME-FRONT USE tised by R. H. Macy & Co. and/| the product as a barn spray. Com- | Biecenbaaien, Ill a ued tele 10 OK IT JP ° 
ed | Bloomingdale's as available in| pany officials said this is only} pwn agency at 99] re Fourth St. in 
PENCO | quart tins at 49 cents. | the first of a number of new in-| Springfield, Ill. He will handle th MARKET DATA BOOK! 
€ ‘d | An experiment to find out DDT’s secticides to be introduced under |the following accounts: American e ' 
D D T | value in controlling the spread of} the Green Cross trademark. |Sanitary Mfg. Company, Abing- 
|infantile paralysis was made this | —_____ }don, Ill.; Linton Pencil Company, a ‘ 
ound | week when a B-25 Mitchell bomb- WHTD Joins Mutual nha st Tenn.; Maple rid | TWE MARKET DATA BOOK 
der INSECTICIDES | er released more than 1,500 gallons} wp Hartford, a Yankee|T Sine VOmpany, Peoria, Ill; convenes mares wT 
Pee | of the neodtiet over 6 eanited ares ey, ae os beast | Tylac Company, Monticello, IIl., 
“ Pp d pen 4) Network station currently affil-| and Universal Bleacher Company, | ; 
in |of Rockford, Ill., which has re-|jated with American Broadcast- | Champaign, III. “| L- MARIE on 
Dute | ported 16 deaths and 140 cases of | ing Company, will join Mutual | ae ; | ba: - BOOK NuMBen 
ch tires toda | poliomyelitis since July 1. |Dec. 1. The station operates on : i ——— 
2: : /5,000 watts, 1,410 ke. Schwengel Appointed =, 
000 j vee “im STARTS CANADIAN DRIVE | 2 ae eae | Erich O. Schwengel, formerly 
h alg sate wiih Ger elathinpell tas divestbeiphansthetingle Montreal, Aug. 8.—The first | Shields to Gravenson ) | pecans games corte ot a 
3 Whit Sy ee : Ee PE . | the ields, formerly on the | Gimbel’s, ilwaukee, has joined | CONSU ARKETS EDIT 
( iy PEN y, pyty ante rd ee ee y ainer ae | production staff of Peck Advertis- L. A. Darling Company, bronecn, | - en 
oe | DDT, will be released this month|i"& “gency, New York, has| Mich., as manager of a new Chi-|]  pysivess PUBLICATIONS EDITION 
pra bien a lb 'G ce ae vienishiiatiiche joined the Gravenson Company, | cago office to be opened shortly. | 
ane | = ene y r 0) ecticides | New York, as production man- A temporary Chicago office is be-| 
eo effe through the Montreal office of J.| ager. 'ing opened at 222 W. Adams St. 
manufacturer or producer can re- 
ins wifease for civilian experimentation 
of newsmand use up to 5% of the preceding 
ot rad onth’s production—quantities 
hich will be extremely small 
during the next few months, Mon- 
‘ld Pie se 
santo says. 
7, N. | Agreeing with this statement 
ew tradamthat the amount now available for 
or mangmmunrestricted use is about the same 
roducingllas that formerly allocated for ex- 
‘als em™perimental purposes, E. I. du Pont 
» of DDMde Nemours & Co., Wilmington, 
that walifeels any statement at the present 
it in thaltime on advertising and marketing 
‘ful neviplans “would be _ premature.” 
However, du Pont said it plans 
r of to sell DDT to manufacturers who 
| Ap in then formulate their own emul- 
Yany sions, Suspensions, solutions and 
ther ust mixtures, and also will sell 
but u Pont trade-marked DDT com- 
idera sitions. DDT insecticides for 
n of gricultural use will be known as 
Deenate, and Deenol has been se- 
produ ected as the name for DDT house- 
ted for hold pesticides and _larvacides. 
manuf™™Both will be manufactured in 
mixtur juid and powdered forms. 
agric 
fr Others in Field 
pews J.T. Baker Chemical Company, 
S In ON Mphillipsburg, N. J., selling to manu- 
‘ents pel, ‘ er 
ki acturers in large quantities at 55 
Inds a! 
ents per pound, plans to adver- 
tise in trade journals aimed at the 
ane nsecticide manufacturing field. 
‘ompan} There are at least 10 other large 
de nan mpanies actively engaged in pro- Os ta ie ci 
ducts we ducing and manufacturing DDT, Frederick CG. ian. Tiencutiiin Ar 
ny wW ut the reports of these five give chitects, and Pencil Points magazine 
ith bot pretty accurate picture of infor- 
- M ation available on DDT so soon 
WPB |! fter the end of the war. 
or " The New York manufacturer, 
" a @ Sites for tomorrow's improved service stations 
tal pu are being selected. Construction and equipment will 
d Nav follow as soon as possible. Most of the orders in 
illed, the 


this vast postwar program will be placed by inte- 
grated oil companies and independent oil distribu- 
4 tors—the controlling factors behind leased stations 
throughout the nation! 

A mail survey of National Petroleum News reader- 
executives, responsible for 22,763 presently leased 
stations, indicates that oil companies will supply all 


of the pumps, underground tanks, compressors, lifts 


| find a Sao NATIONAL 1 pits for all new leased stations. They will install 
f 4 ; “ase s ; insta 
‘ a BE APPRECIATED!” and pits for all new leased stations. ley WI : 
fying PETROLEUM lubrication equipment in half of these outlets. This. 
- tisi ‘od! N i : 
cose 1 tising must be seen,period! No in addition to an immediate postwar replacement 
the what your lp ae says,it s NEWS market calling for 100,000 gasoline pumps, 98,000 
_ 2 oe ’ Ss. oo . ‘ ~ . 
way it it isn t seen. ‘ , like this ad, storage tanks. 25.000 compressors and other equip- 
p! te ust be planned first to be seen, ment th it h not beer vail il le 
1 nen é as not been avallable. 
eI ) be “ti é i , 
nical e effective through adroit THE NEWSMAGAZINE FOR Management men are deciding where they will 
and eresting copy. : f 
NA M AA spe | company money for land, buildings and 
j of . . pend Ol } , 
yc on ight help in making your ad OIL ANAGE ENT EN equipment to modernize present stations and cre- 
e, ts 19 better. ate new outlets. These oil management men can be 


reached most effectively through the advertising pages 


of National Petroleum News, the publication voted 


General & Industrial 
Advertising in all its 


branches. Affiliated 


Number | by 85‘ ( of its oil distribution subse ribers! 
offices in many cities. 


Since 19Q3¢ e ° e 


LEN MILLER Advertising 
Michigan Ave. CHICAGO 3 IL. 


Results of NPN surveys on Leased 
won re 


ment Needs are available uj 


Petroleum News, 1213 West Third St., ¢ 
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ie want the funnies! 


Dad’s always pounced on for those CHICAGO 


boys and girls compete annually in sports events 


TIMES funnies! The youngsters’ day wouldn't be conducted by the Athletic Association. 


complete if they didn’t enjoy the latest adventures 
of Superman, Invisible Scarlet O'Neil and the others. 
The children, like Dad and Mom, have their depart- 
ments in this well-rounded family newspaper. These 
include the Tiny Times, the Air Cadets, the Athletic 


Association and many more. Upwards of 30,000 


CHICAGO'S 


MODERN 


The TIMES is a home-going newspaper because it 
provides outstanding family services in addition to 
complete news coverage. Out of a total circulation 
of 452,000 families, more than 100,000 are home 
delivery subscribers —the largest evening home- 


delivered circulation in the city. 


FAMILY NEWSPAPER 


THE ‘TIMES 


CHICAGO'S URE NEWSPAPER 
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¢ OF FIVE—First in a series of five illuminated dealer displays, this 
bit by RCA Victor division shows the present role of sound power phones 
their future use in industry and communications after the war. Others 
depict Victor and Bluebird records, electron: tubes, sound systems, and 
radio, phonograph and television receivers. 


e \ 7 ‘ 


—ormore a mountain ten miles 


4 ell 


Pi 


7s 


M-SMASHER, 4942—This Goodyear ad, which appeared in April, 1942, 

es of Business Week, Newsweek and Time, shows an illustration of an 

smasher under construction with the aid of a Goodyear conveyor belt, 
and describes the probe into the use of uranium-235. 


tN 


NG SERIES—The appropriate posters in this series for Van de 
folland Dutch Bakeries, San Francisco, designed by Walt Disney 
°s, vere on display almost simultaneously with the capitulation of Italy 
2e many, while the third went up 10 days before Japan's capitulation. 
They were posted by Foster & Kleiser. 


CLEVELAND WOMEN PROUD—The Cleveland Women's Ad Club receives 
a placque from the Advertising Federation of America as winner among 
women's ad clubs of a contest for "meritorious service to advertising in pub- 
licizing and promoting the war effort." Ann Koblitz, Ohio Advertising 


Agency (left), chairman of the club's war activities committee, presents the 
placque to Mrs. Marion Reeves, Ohio Farmer, the club's new president 
(right); Mrs. Cora Geiger Newald, Lang, Fisher & Stashower, past president, 
and Mrs. Irma Bender, Joseph & Co., civic and contact chairman, look on. 


NEW DESIGN—New package design 
for Treet, first product in the Armour 
line to appear in a new family dress 
developed by Raymond Loewy which 
will eventually appear on all Armour 
products. (Story on Page 44.) 


TRANSFER—Checks amounting to more than $12,000,000 were handed to 
Powel Crosley, founder of Crosley Corp., by Irving Babcock, president of 
Aviation Corp., transferring control of the Crosley organization to Avco. At 
the ceremony were, left to right: J. D. Shouse, vice-president and general 
manager, Crosley broadcasting division; Mr. Babcock, Mr. Crosley, and R. C. 
Cosgrove, vice-president and general manager, Crosley manufacturing division. 


EDITORS TO HELP—Leading magazine editors met at the Treasury in Washington to organize special editorial coopera- 
tion for the forthcoming Victory loan drive. Left to right are Robert Fuoss, Saturday Evening Post; Marc Rose, Reader's 
Digest; Elihu E. Harris, Treasury; Frank Braucher, Periodical Publishers Association; Wheeler McMillen, Farm Journal; 
Jessica Daves, Vogue; William L. Chenery, Collier's; Ted R. Gamble, Treasury; Thomas H. Lane, Treasury; Arnold Gingrich, 
Esquire; William C. Lengel, Fawcett; Herbert Mayes, Good Housekeeping; Betsy T. Blackwell, Mademoiselle. 
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HOW IT SHOULD LOOK—This is an ideal store demonstration layout, as created by Frigidaire and Raymond Loewy 
Associates for use by retailers. It will be presented, along with other store-planning helps, in a 38-page “Design for 
Selling’’ brochure soon to be given dealers. (Story on Page 38.) 
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Advertisers and agency men, however hard-boiled, 
are wont to stop and look at any graph line that 
goes up...and up...and UP. For there’s generally 
something interesting back of such a line...some- 
thing they feel they should know about. 

The line that traces The Chicago Sun's growth 
through its first four Julys és interesting... for zm 
spite of newsprint shortages, Sun circulation con- 
tinues to grow. Perhaps this is why: 

Since the beginning of the paper shortage The 
Chicago Sun has felt that it can best serve its 
readers—and advertisers—by exercising careful 


and well-balanced control of circulation and of 


THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave.» NEW YORK: 230 Park Ave. + Atlanta + Charlotte » Dallas + Detroit + Kansas City + Los Angeles + Memphis + St. Louts.* 


- ~~ July 1945 


355,456 


July 1944 
336,215 


July 1943 
300,156 


Figures indicate 
July 1942 The Chicago Sun’s Average 
269,006 _|_ Net Paid Daily Circulation 


content—both editorial and advertising. 

Readers—advertisers—have told us the quality 
of The Sun has steadily improved. We believe this 
has been made possible in these abnormal times 
by intelligent space-saving in the handling of 
news and features, and by fair and judicious con- 
trol of advertising volume. 

The Sun’s steady increase in circulation is the 
result of a natural, solid greowth—where it will do 
advertisers most good. 

But despite recent increases in the number of 
Suns printed, public demand for The Sun is still far 


in excess of the availabie supply 


u \ 5 : if ; ' 
400 West Madison Street, Chicago 6, Illinois THE CHICAGO SUN 250 Park Avenue, New York 17 %-} 
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